














CARTONS 


—that advertise 


WRAPPED IN CELLOPHANE 
COURTESY OF MODERN TISSUES 


This is one of our many innovations in modern 
packaging. Constructed to facilitate the use of 
its contents, this attractive carton is thus 


kept daily before the eyes of its purchaser. 
THERE 1S NO BETTER WAY TO ADVERTISE! 


BROOKS & PORTER, Inc. 


CREATIVE PACKAGING * LITHOGRAPHED AND PRINTED 
WA LKER 


304 HUDSON STREET » » » NEW YORK 5 - 9494* 
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INY bubbles rising from a tea-kettle—that was 
all. It had been a common sight to generations 
of men. 











But the vision James Watt saw, in the tiny clouds 
of steam, the power which should re-make the 
world — he had the "big idea." 


Just so the business of this Company has been 
built around Ideas! Not simply making Paper but 
developing all its possibilities for the service of the 
people. On this service has been established the 
growth and continued success of "The World's 
Model Paper Mill."' 

This service is more than a question of the right 
wrapping; it means full protection for all kinds of 
food products, under all conditions. Every mem- 
ber of this Company — from the president to the 
humblest in overalls, is on the alert to find better 
ways to fulfil present needs and anticipate the new. 
KVP Laboratory research experts are at your com- 
mand; if need arises for some special, exclusive 
type of protection, do not hesitate to call on us 
for advice and suggestion. 


KALAMAZOO 
VEGETABLE PARCHMENT CO. 
KALAMAZOO -- MICHIGAN 


KVP io 
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For the Service of Those Industries 


Where Packaging Is a Factor. 





In the list of long-established and well-re- 
membered packages is the Uneeda Biscuit. 
The road that has been traveled by the 
National Biscuit Company since those early 
pioneering days which saw the birth of this 
package—the first ever designed for a bakery 
product—has run parallel! with the rapid and 
progressive strides made in the packaging 
industry. Read the story of this company’s 
packages and packaging policies beginning on 
page 37. 


Utilitarian packaging for utility products is not 
done these days if you want to keep in the 
swim. Remington-Rand Business Service found 
a most successful way out of its dilemma as the 
article beginning on page 49 proves. How 
and why the lowly typewriter ribbon was 
given sales appeal forms most absorbing 
reading. 


Included in the June issue will be a report on 
the proceedings of the First Packaging Con- 
ference—a resume of the papers and discus- 
sions and a description of the exhibits shown. 


The illustration on the front cover shows a 
few striking examples of different types of 
set-up paper boxes. These are reproduced 


through the courtesy of F. N. Burt Co., Ltd. 
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Do you play 
hide and seek? 
Do you hide your 
product behind 

walls of paper and 

cardboard, among 

countless numbers of other 

products and let the con- 

sumer seek out your product? 

It's a risky game—you lose too 
often—try this one... wrap 
your products in SYLPHRAP, the 
transparent wrapping with the silvery 
sheen. . The consumer will see your 
product readily enough and like it too, 
because it is protected against dust, dirt 
and germs. 











122 E. 42nd ST., NEW YORK CITY 
WORKS, FREDERICKSBURG, VA. 
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This Redington unit cartons 
“Skrip,’’ the well-known writ- 
ing fluid, produced by the W. 
A. Sheaffer Pen Co. of Fort 
Madison, Iowa. It is adjust- 
able to handle both the 2 oz. 
and 4 oz. bottle. 


Custom Quality 


The Secret of Redington Stamina 


TAMINA—that quality which makes possible con- 

sistently good performance year in and year out 
under the hardest possible conditions characterizes 
Redingtons. 


And only standards as high as those of the Reding- 

ton Engineering Staff can develop ao stamina in 

ee , : . sg? Packaging Machines—‘‘custom building,’’ not only 

If It’s Packaging, Try Redington First in fitting the machine-to the job but also doing it 
with all the quality the word ‘‘custom”’ implies. 




















Only the finest materials are used. The base is of 
cast iron in one piece. This eliminates or absorbs 
practically all vibration and assures exact alignments 
and precision to an amazing degree. The cams are 
of cast steel which outlast cast iron 4 times. Cam 
levers are also of cast steel because they combine 
strength and lightness, important in high speed 
machines. 


The completed machine is shipped only after our 
F. B. REDINGTON CO., Est. 1897 engineers are satisfied by repeated tests that every 
operation is performed with accuracy. 
110-112 So. Sangamon St. 


That’s why Redington Packaging Machines give 
CHICAGO, ILL. efficient performance, even after years of use in many 
of America’s largest plants. 


REDINGTON 


PACKAGING MACHINES 


Economical for 
Cartoning — Packaging 
Labeling— Wrapping 
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TOMORROW'S FASHION 
IS TODAY'S PRODUCT 


Burt glorifies the practical value of Rem- 
ington-Rand typewritter ribbons . . . 
animating them with containers that are 
original . . . smart. . . modern. . . de- 
parting from drab traditions . . . winning 
patronage for Remington-Rand color- 
fully and dramatically. A Burt designed 
box enables yous to feature the style, 
beauty and quality of your product in 


modern exteriors. 






OSA=ASBMD 


Para gon 
TYPEWRITER 
RIBBON 
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/Remrandco 
TYPEWRITER RIBBON 
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BUFFALO NEW YORK 


Canadian Division 
Dominion Paper Box Co., Ltd., Toronto, Canada 
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EXCLUSIVE DESIGN BY BURT 


* the creation of modern containers Burt keeps 
pace with all that is new and authentic in pack- 
age thought and design. Enriched by forty-five 
years of intensive creative experience, Burt today 
is the acknowledged originator of containerg in the 
modern school .. . containers that are dutieahinn in 
expression of good taste, striking appearanée and 


true individuality. 


The design of the Remington-Rand typewritey rib- 
bon boxes is one of the latest Burt creations in the 
modern spirit. : 


If yours is a product that can be packed in a fine 


set-up paper box we invite you to consult with us. 


F. N. BURT COMPANY, Ltd. 
Buffalo, N. Y. 


Manufacturers of Fine Set Up Boxes 





BURT DESIGNS and CREATIONS | 


- Canadian Division - 
Dominion Paper Box Co., Ltd., Toronto, Caneda 
Prepared and printed by 


Service Department, 
‘Modern Packaging’ 








© Design, 1931 








BW, NORLOC DESIGNS CANDY BOXES 





RACEFUL, lustrous, enduring and colorful boxes which make buyers feel 
that they are getting more than candy. 


A molded: package by Norloc is a proven impetus to sales. It immediately dis- 
tinguishes your product as individual. It implies quality and it certainly creates 


possessive desires, which can be interpreted as sales. 


A Norloc representative is ready to talk it over with you. 


orloc — 


NORTON -LABORATORIES, 
LOCKPORT, N. Y. 
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Neat, Well-Wrapped Prints § 


from Start t6. Bnis 


lf you are still operating your print room without the aid of 
Automat equipment; employing hand wrapping and cartoning; 
what effect does the fatigue period have on your package? 
Fatigue period is that time of the day when human efffciency 
lags, when energy has been spent, and when there is a mental 
and physical let-down. 

Do the prints wrapped during this time reflect the efficiency and 
sanitary conditions of your plant? Carelessly wrapped prints 
are certain to discredit the quality of your butter with users. 


There’s No Fatigue Period with AUTOMAT 


dard Triplex 
raps pound 
ble or double 
enclosesthem 
artons. Stand- 

s may be used. 







With a few minor ad- 


The Automat has no fatigue period. The last package wrapped and iustments tha Taekae 
cartoned is just as neat and compact as the first. Each print is a per- will wrap half pound 
fect package, pleasing to the eye, reflecting an air of cleanliness and prints pg a «aed 
sanitation single or double wrap 
. and enclose two halves 
Neatness in packaging is only one of the many features of Automat in a pound carton. 


equipment. Speed and economy are others. The machine pictured 
here is the Automat ‘Triplex’. It does the work of three machines. 


Write for Bulletin No. 4. 


Another simple adjust- 
ment and the Triplex 
will wrap quarter 
pound prints separately, 
either single or double 
wrap, and enclose four 
quarters in a pound 
carton. Standard pound 
cartons used. 








See FOR EVERY BUTTER ap 
ROOM OPERATION 





THE AUTOMAT MOLDING & FOLDING COMPANY 
New he Offes TOLEDO, OHIO 
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Los Angeles Office 
306 Calo Building 
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THE POSITIVE SEAL 


for Moistu reprook Cellophane : 


SCOTCH 
CELLULOSE TAPE 


is made especially for sealing Cellophane 
wrapped packages. It offers a positive 
seal to packers of Candies, Cakes, Cook- 
ies, Breads, Meats, Dried Fruits, Textiles, etc. 


SCOTCH 
CELLULOSE TAPE 


requires no moistening and will stick to 
any clean, dry surface. It holds fast 
instantly to either moistureproof or normal 
Cellophane. Will not transmit taste or 
odor to Food Products. Scotch Cellulose 
Tape improves the appearance of the 
package by eliminating strings, bands and 
glue. It has been approved by the Manu- 
facturers of Cellophane. 

Scotch Cellulose Tape is now being 
used in conjunction with automatic pack- 
aging machines, forming Cellophane bags 
for hard candies, nuts, and other free 
flowing merchandise, filling the bags and 
sealing with Scotch Cellulose Tape in one 
operation. 


Available in 

RED, GREEN, BLUE, BLACK 

and TRANSPARENT— 

all with a permanent high gloss, and in 
widths from one-fourth inch to two inches. 





Write for samples and further information to 


MINNESOTA MINING & edie a 


Originators of WETORDRY Woterprook Sandpaper . 
SAINT PAUL, MINN 
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A\n executives vision 


of the future package 


A PHOTOGRAPHIC STUDY 


O SOME people the molded package illustrated here 

will be just one of those new fangled, pretty packages. 
To the progressive, foresighted manufacturer it represents 
something more than a package. It represents one of 
industry's strongest aids to selling. The Boonton molded 
package has already attained an unassailable place in 
merchandising. Consumers now seek the product pack- 
aged in the molded case. Its re-use value, its lustrous 
colorful qualities and its design possibilities are important 
sales factors. To those executives of vision, Boonton 


offers the molded package and its possibilities. 


BOONTON MOLDING CO. 


BOONTON, NEW JERSEY 


NEW YORK OFFICE » 30 CHURCH STREET 
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it beckons to buyers 
Armor-Like— 


it seals 


Mocha, Java, Sao Paulo — Ceylon, 
Oolong, Japan! Let consumers choose 
their own favorite flavor. Protected 
in freshness—in full-flavor—to the 
last portion by Alcoa Aluminum 
Foil,even favorites will show worth- 

while increases in sales and resales. 


For coffees and teas, Alcoa Alumi- 
num Foil has two-fold usefulness. 
This gleaming foil beckons to buy- 

ers. It seals in fresh flavor while 
excluding moisture, light and air. 
Alcoa Aluminum gives that fla- 
vor-protection which helps to 
assure resales. 


in 


freshness 


Alcoa Aluminum Foil is absolutely 
safe to use in direct contact with 
foods. With its greater covering area 
per pound, it is economical to use be- 
cause you buy less foil. Light and 
strong, it is admirably adapted to 
either hand or machine w rapping. It 
is obtainable in a variety of printed, 
lacquered or embossed patterns. 


Consider Alcoa Aluminum Foil as 
part of your sales appeal. Let us 
show you the smart, modern de- 
signsnowavailable. ALUMINUM 
COMPANY of AMERICA; 2429 
Oliver Building, PITTSBURGH, PA 


ALCOA ALUMINUM 


ROLLED ss F. @ 
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Send Lard along a new 
sales road in this convenient tube 


Fish pastes and other food products 
moved to tubes—and these conve- 
nient packages helped to build sales. 
Why not pack lard —all cooking fats 
—neatly and cleanly in Collapsible 
Tubes of Alcoa Aluminum? User 
convenience would probably build 

similar sales gains. 
The cap, neck and shoulders of these 
tubes are hard—unannealed—built 
to hold their shape. Their threads 
will not strip in spite of careless 
handling. They are “head and 
shoulders” betterthan most others. 
The bodies of Alcoa Aluminum 
Tubes are annealed. This makes 
them pliable, easy to press and 

to fold. 


Collapsible Tubes of Alcoa Aluminum 
prove themselves good soldiers in the 
filling line. They stand up straight 
and true. With many products these 
tubes may be closed without clips. 
Although they are tough and strong, 
these tubes of pure aluminum are 
light. They provide economies in 

packing, handlingand transportation. 


Packed in eye-appealing Collapsible 
Tubes of Alcoa Aluminum, lard 
would probably sell and resell much 
faster to consumers. We have 
carefully prepared the facts about 
these tubes. Let us present them 

to you. Address ALUMINUM 
COMPANY of AMERICA; 2429 
Oliver Building, PITTSBURGH, PA 


COLLAPSIBLE TUSES OF 


ALCOA ALUMINUM 





? Re ee: eee 
] | 
| 
| ee ee 


The Correct Paper 


STURDITE 


For the Correct Package 
Check and double check this paper as one of the outstanding papers in packagedom. It has already 


received the check of approval from leading manufacturers. Sturdite Papers and Fabrics are water- 
went, a gp ‘- greaseproof. They have a pyroxylin coated surface that will insure indefinite wear 
and will not crack. 


Sturdite Papers and Fabrics are obtainable in standard colors, pastel shades and combinations. This is 
French Shell, flecked with silver or gold, in black and white and in two-toned colors. 


A Sturdite covered package will check with consumer approval. Send for our sample books. 


IDEALLY SUITED 

FOR « « « « 

V Brushes 

V Jewelry 

V Cigarette and Pipe 

JV te Wear 

V Irinkets 

V Toilet Articles STURDITE 
V/ Leather-Goods Boxes ae «Male Oe 
V Cutlery 


Gis" BL. E. CARPENTER & CO. 


V Writing Paper Cases 
V Bridge Score Pads INCORPORATED 


+/ Photo Frames and 


Mounti ' 
V Toilet. Ware Boxes Pyroxylin Coated Products 


eee ww, 444 Frelinghuysen Ave. Newark, N. J. 
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INTRICATE TRADE-MARKS, FINE LETTERING, DETAILED 
SEALS AND INSIGNIAS ... TRUST THEM ALL TO DUREZ! 


One oF THE chief reasons why ninety- 
five per cent of all molded closures in 
use today are made of Durez is that this 
perfect molding compound permits great 
individuality in design. Manufacturers 
are continually finding that their own 
special sizes and shapes of caps, molded 
to their own special specifications, can 
be produced more clearly, quickly and 
economically with Durez! 


All sizes and assortments 


A glance at the illustration proves why 
outstanding houses in the toiletry and 
pharmaceutical industries select Durez 
for caps and containers of all descrip- 
tions—such houses as Squibb, Listerine, 
Krank, Lesquendieu, Colgate-Palmolive- 
Peet, Dorothy Gray, LaLasine, Iodent, 
Van Raalte, Hinds, Johnson & Johnson, 
Dr. West, Pinaud, and others too numer- 
ous to mention. ¥ 

The photograph shows round caps 
and octagonal caps, caps with fluted 


MODERN PACKAGING 


sides and caps with perforated tops. 
There are large sizes for cold cream 
jars, smaller sizes for dental cream sam- 
ples . . . caps with flat surfaces and caps 
with conical points. Some of these clo- 
sures have intricate lettering, clear and 
well-defined. Others are plain. Some 
have bayonet threads, inside and out- 
side. Some caps are black and brown. 
Others are green, red, blue, yellow, 
orange, purple. All kinds, all colors, 
all shapes. And all made of Durez! 


Up to the times 


Durez closures and containers are fully 
in keeping with advanced 
ideas of packaging. . 

These closures are easily 
gripped. Because the threads 
are molded, not cut, caps 
screw down tightly, and re- 
lease instantly. Leakage is 
prevented. Hard, strong, 
tough, Durez closures resist 





acids, moisture, and other destructive 
agents, inside or outside of the tube. 
They stay clean. 

We shall be glad to go more into 
detail, giving you complete information 
about the use of Durez for individual 
closures, boxes, jars, trays, and other 
modern packages. . . . If Durez already 
has helped to modernize your product 
or package, simply make sure that no 
other material is being substituted for 
it... . “Closure News,” a brief newsy 
bulletin of special interest 
to you, will be sent regu- 
larly once a month, upon 
request. For information 
about this modern packag- 
ing material, as well as 
“Closure News,” write to 
General Plastics, Inc., 
51 Walck Road, North 
Tonawanda, New York. 
Also New York, Chicago, 
San Francisco, Los Angeles. 
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W/E could spend a lot of time 


and words in telling you how 
much more effective your package or 
product can be with a Krause 
Metaseal—but why mince words? 
What can be more convincing than 
an actual Metaseal—designed and 


produced by Krause, specialists in 


labels. 


Judging this seal from artistic and 
merchandising viewpoints, it has no 
peer. Take the seal off the page— 
and temporarily paste it on your 
package. The effect will be a 


revelation. 





RICHARD M. KRAUSE 


INCORPORATED 


304 East 23rd Street NEW YORK 


Representation in all prominent cities 
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Johnson 
CELLOWRAP 


(Model C) 


MACHINE 








Your product can 
feel the double 
sales pull of Display 
and sealed - fresh 
Protection when 
wrapped in Cello- 
Phane, and sealed 
against air and 
moisture on the 
Cellowrap. 


Air Proof 


Eye-Catching Packages 


Airtight Sealing of Cellophane, 
Long Hoped For, Made a Reality, 


in This New Johnson Machine 


Protection of flavor, condition, texture, and all the quality you 
put in your product—Display of colon, texture, design and all the 
appeal you put in your box or package—These are combined practi- 
cally in the C ellophane- wrapped packages which click out smoothly 
from the new Johnson Model C Cellowrap. 


A new sealing method, incorporated with the general engineering 
features of Johnson Greater Capacity Machines, makes this new 
package possible. Its moisture-proof feature means outside moist- 
ure excluded, inside moisture retained—airproof against drying out. 
Write for the operating details of this new Fohnson-engineered unit. 


JOHNSON AUTOMATIC SEALER CO., LTD. 
BATTLE CREEK, MICH. 
Subsidiary of the Battle Creek Wrapping Machine Co. 
Foreign Representative: C. S. du Mont, Windsor House, Victoria St., London, England 


JOHNSON ENGINEERS—Tell me how the Model C broadens the advantages of 
Cellophane for my product, which is I have in mind a package of 


this size...... eee eee I am checking this [] to ask that your nearest man 


come to talk with me. 


Tear out and Mail this Coupon to JoHNSON AUTOMATIC SEALER Co., Ltp., Battle Creek, Mich. 











ADD BEAUTY 


The true modern trend in design is admir- 
ably demonstrated by the human hand. 
Embellishment or superficial ornamentation 
is conspicuously absent. Nothing has 
been added to its appearance but beauty. 
Designed by the greatest Master in true 
conformity with whet we term today, 
Functional Design. 


In the creation and design of packages, 
we are guided in our work today by 
these principles of Functional Design. 
Packages are planned by us with regard 
to specific duty as well as visual appeal. 
In our efforts we are not concerned with 
the old fetish of “art for art’s sake.” 
Styles of the past, created for conditions 
existing in their day, resulting in super- 
ficial adornment when applied to modern 
requirements, we leave to those who use 
this method to cover their own baldness 
of creative ability. The purpose of the 
package should be apparent. The amount 
and style of artistic decoration is mostly 
predetermined by, and should be the 


Ls 
wy 


natural sequence of, research and the 
creative efforts preceding and determining 
the package design. Change should never 
be considered as an end in itself. Func- 
tional Design, the expression of art in the 
style of today, and its application to mer- 
chandising is the natural result of new 
stimuli and must not be confused with the 
meaningless, grotesque, angular work 
erroneously called modernism. 


The true modern trend in package design 
regards Beauty, Utility and Profit as ele- 
ments joined in an essential unity. For 
the success of your merchandise, the design 
of all your products and packages heuld 
be engineered by one director. Thisnew 
conception of the significance and value 
of beauty in the styling of products and 
design of packages is offered you through 
the services of the Package Design Corp. 
We do not manufacture containers. Our 
ideas and opinions are unbiased. The 
complete Package Design service, or any 
part thereof, is available as you choose 
to use it. 


8 MURRAY ST., NEW YORK 


MAY, 1931 13 


NGI @ NG) atm D) te) ©] LO) 14 @) 7-1) NE 





MODERN PACKAGING 











BRIGHTNESS 

















The Appeal of Brightness 


“Pll take some of those.”’ 

When the customer walks into the store, lays down his money 
and makes his decision the selling duel is over so far as that cus- 
tomer is concerned. The battle is won for some product. It is at 
the point of sale that a large part of the selling battle is fought. 
It is there that the consumer makes his final decision from which 
there is no appeal. 

Your product may have quality beyond all others. It may 
represent more value in quantity. Greater care may go into its 
preparation. But—if it lacks eye appeal—‘‘The Appeal of Bright- 
ness’’, of beauty and cleanliness,—it may as well be out of sight 
when the consumer comes in to buy. _ 


¢ ¢ > 


What does all this mean to you? It means just this—An Oppor- 
tunity. Many manufacturers need to dress up their products. They 
need ‘‘The Appeal of Brightness”? and there is no better way of 
adding that appeal than with Embossed Paperglas. Nor is there 
anyone better equipped to aid in this ‘‘dressing up”’ than you are. 

This is Your Opportunity. Hundreds of products can be 
greatly improved by the use of Embossed Paperglas on which 
designs in one or more colors may be printed with telling effect. 

This Opportunity is for the thinking businessman who makes 
business good instead of waiting for business to become good. We 
will gladly help you. Sample sheets of our eighteen beautiful de- 
signs will be sent you on request. 

Add the “Appeal of Brightness”’ to your sales force today. 


WESTFIELD RIVER PAPER COMPANY, Inc. 
RUSSELL, MASS. 


NEW YORK OFFICE, 501 FIFTH AVENUE 


THIS STOCK IS—FLORET DESIGN—24x36—25 LB. 


Printed in U.S. A. 
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| THE CLOSURE 
-1S THE PART 
| MOST OFTEN 
| TOUCHED. ... 


ANDS reach first for the cap or cover, eyes gravitate 
naturally to the spot of color at the neck of your jar or 
bottle. Give your product the finest of bottles, the best 
designed of packages and labels, by all means 
remember the most ideal combination of these three may be 
ruined by a closure which is found wanting, either in construc- 


tion or artistry. 


Kurz-Kasch jar covers and bottles caps are designed to gain 
the highest in attention value, to remind the user, each time 
he or she opens your product, that you think enough of your 
article to give it a beauty of line and a sturdiness of con- 


struction of the highest order. 


Thus every Kurz-Kasch closure becomes a silent messenger, 
bearing an impression of quality and care to each user at the 
moment when he is most subject to such impression. Kurz- 
Kasch covers and caps are better’ closures... . and, as 


such, they identify your article as a ‘better’ product. 





he KURZ~KASCH COMPANY 
1 MouldersofHastics ' 


NEW YORK DAYTON, OHIO CHICAGO 











vin 
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THE INTERNATIONAL FOLDING AND GLUING MACHINE 


No Engineering can overcome the laws of Gravity, Friction and Momentum 


The Stacker of the New Model “A-A” 


INTERNATIONAL Folding and Gluing Machine handles the full 


range of work, regardless of shape, size, thickness, or printing 


BECAUSE It Is Basically Correct 
IN THEORY AND DESIGN 


—Both at the Receiving and Delivery Points— 





SLive SPRINGS BACK OR FORWARD TO DECREASE 
OR INCREASE PRESSURE ON GLUED JOINTS. 





THESE ROLLS FIXED AND 00 NOT RAISE OR LOWER, Thus 
MAINTAINING CONSTANT STACKING CONDITIONS INDEPENDENT 
OF THE THICKNESS OF PILE 





THis ROLL OMITTED 
ON SMALL WORK. 





Screw AdvUSTMENT FOR DELIVERY 
AND COMPRESSION. 








i 4 J \\ Patent NP 1,580,612. 


/ rl 


/ 
Five SPEEDS TO CONVEYOR APRON. 











Freedom from jams at all speeds is one of the 
distinctive characteristics of this Stacker. 
The explanation is simple: in MODEL 
**A-A”? INTERNATIONAL’S STACKER, to 
check the blanks from a maximum speed 
of 1000 feet per minute to practically zero 
only the momentum of each blank must 
be absorbed by the unprinted ends into a 
yielding wedge. 


In other stackers, in checking the blanks 
from high to low speed, the single thick 
ends must absorb the sudden shock of mo- 
mentum plus an additional friction load, 
the extra load causing the ends of a large 
variety of blanks to buckle and jam. 


THE INTERNATIONAL’S STACKER brings 
the blanks in on top to form a traveling pile 
so that it can stack all the difficult work, 
gravity taking the “‘freak”’ tucks out of the 
path of the incoming blanks. 


Other types of stacker must lift all the sag- 
ging tucks out of the way in order to op- 
erate with any degree of success. 


THE INTERNATIONAL’S STACKER can 
be set so that the incoming blanks contact 
with the others only at the unprinted ends. 


In other types of stacker the incoming 
blanks must contact at a point midway or 
farther back, which causes a sliding inter- 
ference with cut-out boxes and other freak 
work. 


THE INTERNATIONAL STACKER pre- 
vents smearing of the blanks, as no friction 
load of any kind is put upon them. 


Other stackers must have complicated de- 
vices to raise the blanks from the friction 
belts. Often the devices themselves pro- 
duce marking. 


Built for Those Who KNOW and Who KNOW They KNOW 
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THE INTERNATIONAL FOLDING AND GLUING MACHINE 


Any conveyor stacker might look like an International Stacker. To con- 
vey the blanks after they are once stacked or accumulated is old, but the 
essentials—these receiving and delivering means are the mechanisms that 
only International can give. 
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Stacker Delivery 


This new stacker delivery mechanism has 
been devised to facilitate the receiving of 
the cartons into the stacker and still to 
improve the ease of handling the product 
as delivered to the operator. 


If the stacker receiving apron travels fast, 
stacking conditions are more ideal; however, 
the blanks do not then dwell on the apron 
long enough for the glue to set and neither 
is the handling speed at the delivery end 
efficient. 


The new double speed stacker permits ideal 
receiving conditions as well as ideal deliver- 


ing conditions while giving all the neces- 
sary time for glue setting regardless of the 
kind of glue used. 


This new stacker delivery turns the small 
or narrow work onto its side, condenses it 
into a pile occupying one-half the stacking 
space of the receiving end, giving the oper- 
ator the added time factor and further 
presents such work in an easier handling 
position, permitting an increase in speed 
of as high as 30% on some classes of work. 
Ten speeds to the apron give all desired 
combinations of apron travel. 


Patents 1,580,612 


66 
6e 


1,382,788 
1,434,014 


The International Paper Box Machine Co. 
Nashua, New Hampshire, U.S.A. 


Built for Those Who KNOW and Who KNOW They KNOW 
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Another World 


labeling success» 


Heinz 
Peanut Butter 


made by 


H. J. Heinz 
Company 


Pittsburgh, Pa. 














Heavy fluted 
tapered jars, 
two labels at 
one operation 


wo Automatic Straightaway Labeler is made in two types» 
f 


or face labeling and double labeling at one operation. 


This fully automatic machine is proving its worth, labeling flat, round, 
oval or panel bottles and jars and other packages in various sizes. 


Let us show you how this outstanding machine can increase your profits. 


ECONOMIC MACHINERY COMPANY 


Largest Manufacturers of Labeling Machines in the World 
WORCESTER, MASS., U.S. A. 


WORLD LABELERS 
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STAR SPECIAL 
















This sample of brilliant 
paper, Walther & Com- 
pany’s Double Coated Black 
Flint is our Star Special for 
the present month. It is an 
attractive, modern sheet of 
great decorative possibil- 
ities and offers a wide range 
of uses. 








HII 











Hitt 


Fe eT TT HNUUEOOUUOAASANALUUGUAgedEnUUAAnanat 





TTT 


This Splendid Paper Is a Current Choice 
From the Finest Box Papers in the Country, 
Available to You Through a New Service 


Here at one place is a new convenience for you, a unique service of many advan- 

* tages to all users of fancy papers that will save you much time and effort in 
your next selection. . . . We are representatives for every manufacturer of 
box papers both here and abroad. We handle no exclusive line but make all 
papers available for your choice at no additional cost. Every new paper, 
every new design and every new texture is here. . . . Write us today about 
any sheet you may want in any quantity. There is no obligation. 
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; 

Wom. SCHILD & COMPANY - 

300 West Adams Street Chicago, Illinois : 
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‘Joe, these packing costs 


tell me that it’s time to send for 


a Union Special Bag man!”’ 


* E’VE got to do something to get these costs down ’ » » and, 
from what I saw at the Packaging Exposition in New York, 
these Union Special Bag people make a business of just such jobs. 
They had some mighty attractive retail shelf-packages at less than 
half what we’re paying for ours. Maybe we could use ’em for some of 


our items. 


And I saw all sorts of made-to-order jobs designed to give protec- 
tion and insulation » » » and even some that served as shipping- 
containers, at a fraction of these costs! 


Now here’s quite an item of expense in labels and identification tags— 
perhaps one of those printed Union Special Bags would cut costs by 
serving as container and label. 


Get one of their packaging engineers to come in and look at our whole 
line, and see what he can suggest. As I understand it, that won’t cost 
us anything » » » and may save us a lot. Here’s the address.” 








TRADE MARK 





The Specialty Division of 
UNION BAG & PAPER CORPORATION 


Sales Representatives in All Principal Cities 
GENERAL OFFICES = WOOLWORTH BUILDING =» NEW YORK CITY 
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unattractive clothing doesn't get a second look and the product wrapped in an 
ordinary wrapper may not even get a first look. Can you afford to take a chance on 
wraps that are negative or merely neutral? Isn't it wise to package your product in a 
wrapper that holds the eye for that extra instant that determines whether or not the 


brain will really observe? 


A Printed Transparent Cellulose wrapper assures you of that important “second look.” 


PACKAGE PAPER COMPANY stands ready to serve its clientele in the design of 


the package as well as the printed wrap. Its packaging experts can show you how a 
printed transparent wrapper can help your sales. 


Don't be a wallflower among manufacturers! Dress up your product in Printed Trans- 
parent Cellulose! 


pact Qe Paper (oMpany 
“tat “ire W\olyoke, 


$@5 
ATLANTA BALTIMORE CLEVELAND NEW YORK PORTLAND. ORE. ass @ 





BOSTON CHICAGO DETROIT PITTSBURG ROCHESTER PHILADELPHIA 
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...... SEE THE EINSON-FREEMAN BOOTH AT THE 


PACKAGING EXPOSITION (Hotel Pennsylvania, N. Y., May 19 to 21) 
—THEN VISIT “DISPLAY STREET” 


i you want to know the latest de- Then arrange for a visit to the unique 
velopments in practical, ingenious ‘Street of Shops” at the Einson- 
(and economical) inventions for getting Freeman plant in Long Island Raenialin 

; . Specializing 
your package displayed on the City. Just ‘phone HUnterspoint ic windowaad 
counter and in the window 6-2500 and we will tell you where store display 
our guest car will meet you. adverfising 





See the Einson-Freeman Exhibit of 
| patented specialties at the Exposition Both experiences will be fascinat- 
| (especially the Einson-Freeman ing—and profitable as well. Make 
double-tier container and package both an indispensable part of your 
pyramid). program at this event! 


BINSO & BORD i fs ERs NTN CITY, : , ; Z/ 


MANUFACTURING PLANT 

New England Office: 302 Park 

Square Building, Boston, Mass. 
fnventors and Manufacturers of the Einson-Freeman Patented Dovbie Tier Container; 
Licensees for Canada=Somerville Paper Baxes, Lid., London, Ontario, Canad 
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These packages are all ““covered—and beautified with Kerato!.”’ 


What makes you hesitate at this page ? 


Beauty ? 


—Well, there’s more 
money cheerfully spent for things that are beautiful 


than is reluctantly doled out for plain essentials. 


When. you design boxes with Keratol covers the 
appeal to the buying public is “Beauty.” Beau- 
tiful to the Eye and Luxurious to the touch. 


Keratol is made in the colors you want—in the 
design you prefer -—tell us what you want to 
pack, and be prepared to receive the finest sam- 


ple suggestions you ever saw. 














See additional samples on pages 100-101 of 
your Packaging Catalog. 





PEG US LE t551 orrice 


“THE HIDELESS LEATHER” 


THE KERATOL COMPANY 
South and Van Buren Sreets 
Newark - - - New Jersey 


MAY, 1931 23 





OU PROFIT 
BY EVERY 
ONE OF THESE cat a 


bottom and top glue roll drives, dryer 
belts motor driven, speed up to 800 cases 
A DV. ? N T, . G ES per hour. No operator required. 


Executives of hundreds of nationally 
known manufacturers have turned to Pack- 
omatic Machinery to find improvements 
over old methods. 








HIGH SPEED PACKING Packomatic Carton Forming Machine 
BETTER PACKAGES A ati mertiies —_ speed 
t minute. o ted. 
LOWER PACKAGE COST Ghig-heesd te Hak Semn 400, cat coeeel: 
GREATER PROFITS folded and glued. Requires one operator. 


Now is the time when every obsolete and 
wasteful piece of equipment, every out- 
dated and inefficient process, must be 
eliminated. 


We can show you concrete evidence of 
the way big manufacturers are tackling 
today’s conditions and licking them—with 
Packomatic Machinery. 





Packomatic Lining Machine 


VISIT OUR EXHIBIT AT Makes sealed bags from roll of glassine, 
CONFECTIONER’S CONVENTION parchment or plain paper, inserts bags in 
JUNE 1 TO 5, STEVENS HOTEL, CHICAGO cartons or cans. Speed up to 35 per 


minute. No operators required. 


EQUIP YOUR PLANT THIS YEAR WITH 
ee | ] | AUTOMATIC 











PACKOMATIC ENGINEER TO MEET 
NO OBLIGATIONS MACH I Rel EF RY 


; KOMATIEG 
PACKAGING MACHINERY 


J. L. FERGUSON COMPANY, JOLIET, ILLINOIS 
«Branch Offices: NEW YORK ST. LOUIS LOS ANGELES 
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O paper can equal Ciel Refrac- N 
tone for its delicacy of color and 
texture. This brilliant satin-like sur- 


face is waterproof and refracts light. 


Ciel Refractone does not finger mark 





or crack. It will take any kind of 


printing and embossing. 



































CIEL SALES CO 


LEOMINSTER MASS, 






DESIGN, ‘faithfully 

repreduced en your 

engraver’s preof is 

ene thing—on the package or con- 

INKS USED ON THIS INSERT ‘tainer: another. Triangle inks are 
Ticco Rich Gold Ink Y#440BC 

Ticco Opaque Light Blue B#7765 prepared to reproduce: accurately 
Ticco Opaque Red R#7175A 

Ticco Opaque Yellow ....Y#7766 and glewingly, the: artist’s: render= 
Ticco Opaque Pink R #7767 

Tieco Opaque Green... .G#3033J nis. h rodwet— vs 

Hydro Black.... ... BK #7605 ing = the fi ed P be it 

paper, glassine, cardbeard or: any 

ether type of printable packaging 


material. 


TRIANGLE INK & COLOR COMPANY, 


26 FRONT SFREET RIE BROOKLYN, N. 


Plates by 
STERLING ENGRAVING CO, 
NEW YORK, N. Y. j 


Glassine Paper by 


WESTFIELD RIVER PAPER CO. Inc. 
RUSSELL, MASS. 























PERFECTION 


i N ALDUR is TASTELESS 


and ODORLESS 
PLASTIC 


BOXES 
AND 


‘Closures — with ALDUR 


Greater brilliance in Colors or Blacks LURING 
Absolute color control - - - sharp or rounded A 


edges that STAND UP are features of ALDUR and DURaste 


IK \ AIT 
HNOTO JIN /\LUUR 


and if you want to know why—write to 


«&e ALDUR CORPORATION ®@ » 
40 Flatbush Avenue Extension 
BROOKLYN—NEW YORK 
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How Pepsodent Antiseptic 
is making its mail-sampling 
an amazin 1g SUCCESS 


A Million Bottles 


Cushioned in Kimpak 


Pepsodent Antiseptic has jumped 
to national success almost over- 
night. Extensive mail-sampling 
has speeded this success. Here is 
Kimpak’s part: 

SAVES BREAKAGE 
Kimpak provides a resilient 
“cushion” .. . maximum assur- 
ance against breakage in transit. 

SUPER ABSORBENT 
Far exceeds postal requirements. 
Absorbs 16 times its weight in 
moisture. We will gladly send 
you the results of tests made in 
co-operation with the Post Of- 
fice Dept. at Washington. 

SAVES POSTAGE 
Kimpak is so light in weight that 
considerable postage savings are 
usually effected. 

SAVES TIME 
Pads of Kimpak are so conve- 
nient that packing labor and 
time are reduced. 

ECONOMICAL 
Surprisingly low in cost, because 
of its bulk and lightness. 
Kimpak is 100% pure and clean 

. as befits the packing of a 
pharmaceutical product. When 
the package is opened in a doc- 
tor’s office, dentist’s office or 
home, its neat appearance adds 
to the quality impression. 


Kimpak will save money . . . and MAIL COUPON 


hed to your letterh 


make money for you FOR FREE SAMPLES 


T is the new idea in protective packing materials! Doing 
away with sawdust, linters and low-grade packing ma- 
terials—yet with surprising economies. 

Many hundreds of products are now Kimpak-protected, in 
addition to liquids and fragile articles: cosmetics, vanities, 
wood and metal products with fine finishes that deserve 
Kimpak’s super care in transit. Kimpak plays a part in the 
success of low cost merchandise, too. It comes in rolls, 
sheets or pads, in any thickness—plain or backed with vari- 
ous paper stocks. Use the coupon for free samples. 


impak 


REG. FOREIGN COUNTRIES 


Crepe Wadding 





Tell us what your products are. If possible, send 
samples. We will return them to you promptly, 
“Kimpakd”, together with prices and full 
information. 





MP.5 
Kimberly-Clark Corporation, Mfrs., Neenah, Wis. 
Address nearest sales office at 
8 S. Michigan Ave., Chicago 122 E. 42nd St., New York 


Please send samples of Kimpak, prices and full information. 





Our products are 
0 We are sending samples to be repacked and returned 
to us. 





Firm Name 


Address 








City 


wenn en-----------5 





Attention of.. 
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Artcote Gold 
and Silver Papers are 
ideal for all types of 
modern printing and 
teproduction with- 
out the use of any 
special equipment. 
There are weights 
available for every 
purpose. 


This specimen is printed 
on a Miehle Vertical 
ress. 

Se Screen Halftone 
and dine engravings 
ania 

Ink by General Printing 
Ink: Corporation. 


Blue Lake No. 2611. ; 



































Fascinating as a jewel case 


but practical as a tool-chest 


New ideas in packaging often are 
inspired by time honored practices 
known to our grandfathers. The 
colorful Bakelite Molded case for 
the Matonette razor and accessories 
provides an excellent example. In 
its practical arrangement of deep 
box and shallow tray it resembles 
a midget tool-chest, but in beauty 
of color and finish it is appropriate 
for a richly furnished boudoir. 

Lustrous Bakelite Molded containers 
are a decided aid to sales. Goods 
offered in them take on an added 
value in the eyes of the customer. 
The dealer finds it to his advantage 


to display them conspicuously, for 
Bakelite Molded containers attract 
the attention of shoppers—and ad- 
miration often leads to sales. 
Bakelite Molded is available in a 
variety of colors and shades, and 
it offers the package designer an 
opportunity to create distinctive 
containers for all sorts of products. 
We would like you to see the many 
different styles of Bakelite Molded 
containers now being used by other 
manufacturers, and will gladly co- 
operate with you in developing a 
container of original design for 
your own use. 





“Electro-Matonette” 


made by the Cameron 
Surgical Specialty Co., 
Chicago, Illinois. 




















BAKELITE CORPORATION 
247 Park Avenue, New York, N.Y. Chicago Office: 635 W. 22nd Street 
BAKELITE CORP. OF CANADA, LTD., 163 Dufferin St., Toronto, Ont. 























BAKELITE 


REGISTERED y ©. &. PAT. OFF 
The registered trade marks shown above distinguish moterials numerical sign for infinity, or unlimited quontity. It symbolizes the infinite 
monulactured by Bokelite Corporation. Under the copital “B” is the co number of preseat and future uses of Bokelite Corporation's products. 


THE MATERIAL OF A THOUSAND USES 
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TRANSPARENCY 
IS ONLY HALF 
THE JOB OF A 
RAPT ER 


* 


it MUST BE 
MOISTURE-PROOF 
NON-ABSORBENT 
& GREASE-PROOF 

AS WELL! 
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We. GLASSINE is Moisture-Proof, 
Grease-Proof, and Transparent. In ad- 


dition, waxed glassine alone will not absorb 


moisture from your product into itself. 


With all these advantages in waxed glassine 
why cut your narrow margin of profit through 


the use of more expensive wrappers? 


Write for a Portfolio of Riegel Papers contain- 
g e 
ing Samples and Information on All Grades. 


wy) Mi 
SONA 


Mi 


HHUALUTIN TAA AHI 


NU 





“Made by —_— 
; RIEGEL PAPER CORPORATION 
gy 342 Manison Ave. — New York, N.Y.. 
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MOVE YOUR 


MERCHANDISE 


WITH COLOR 


Picture your boxes wrapped in this live, 


intriguing color. See how it stands out on 


the retailer's shelves and counters. Watch 


his customers instinctively attracted to it by 
its irresistible appeal, reaching out to take 


one. There's a symphony of 38 colors to 








choose from ... one that will fit your box 


neatly. 


WRITE FOR SAMPLE BOOK OR SAMPLE SHEETS: 


LOUIS DEJONGE & CO. 


NEW YORK CHICAGO 














With what delight and ecstasy would an 
artisan of yesterday have hailed this seal! Its 
fine detail, its modeled design, all its dis- 
tinctive effect is truly an artistic achievement. 


But such effort is not lost today—The con- 
sumer recognizes quality and the package 


CAMEO DIE CUTTING 
140 WEST 22nd STREET 
NEW YORK, N. Y. 





that bears a Cameo seal is unmistakably 
stamped as the container of a fine product. 


Our art and engraving departments are ever 
ready to help you create a masterpiece in 


seals and labels. 


& ENGRAVING CO. 
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' Automatically 
packages products 
into transparent 
containers using 
Cellophane, Sylphrap 
or other transparent 
cellulose papers 
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1] CELLOPHANE ~ 






PACKAGER 


"Te labor saving on this ma- 

chine isenormous. It replaces 
crews of hand labor, thereby saving 
many thousands of dollars a year. 
One operator can turn out 9000 
completed packages a day. Then 
there is the savings in material 
since no large overlaps of Cello- 


phane are required. 


It has other advantages, too. The 
contents of the package are in no 
way marred or scratched during 
the packaging operation. The 
package, when completed, is air- 
tight and hygienically sealed. If 
moisture-proof Cellophane is used, 
the package is completely protected 
from moisture or any deleterious 
elements. 


The Peters Automatic Packager 


conserves floor space. It takes but 
3’x 3’ and can be connected to any 
light socket. 


It will wrap all types of products— 


PETERS MACHINERY COMPANY 


GENERAL OFFICE AND FACTORY 4700 RAVENSWOOD AVE 
CHICAGO.U.S.A 


cereals, confections, dried fruits, 
coffee, tea, nuts, almost any loose 
or free-flowing product. Single or 
double Cellophane can be fed from 
a roll without any changes in the 
mechanism. 


The size of the packages range from 
1” to 6” in height and 154” to 234” 
in diameter. A simple turn of a 
wheel and the change is made to 
The 


machine can be synchronized with 


any size in a few minutes. 


an automatic weigher. 


Remember, the machine is a 
‘‘Peters’’ and to users of packaging 
equipment, ‘‘Peters’’ is synony- 
mous with mechanical dependa- 
bility. Its mechanical parts have 
been reduced to a minimum-—its 
operation is efficient and its use 
spells e-c-0-n-0-m-y. 


Will be glad to send further partic- 
ulars or if you wish us to help you 
with your individual problems, 


VR 
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FANCY SET UP 
PAPER BOXES 


0) SA 
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MOLDED BOXES 
& CONTAINERS 


i Ue ae 
DESIGNERS ALWAYS 
AT YOUR JERVICE 
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WARNERCRAET| | 


THE FINEST WORD IN PACKAGING 





HROUGH originality and 

outstanding craftmanship 
Warner produces packages of 
distinctive individuality and 
value. Thus, to the discriminat- 
ing buyer the word Warnercraft 
signifies the “utmost” in packages. 





In addition to our long estab- 
lished departments for the manu- 
facture of set-up and folding 
paper boxes, we now announce 
a division for molded plastic 
packages. Made of the finest 
plastics available, Warnercraft 
molded packages possess the 
following characteristics: 


non-inflammable 

tasteless 

odorless 

non-warping 

non-fragile 

may be exposed to all con- 
ditions of weather and 
climate 

high lustre and permanent 
finish. 


Thus, Warnercraft places at your | 
disposal a complete package § 
service....a decided advantage 


not only from a merchandising 
standpoint, but from economy as 
well. For the right and distinc- 
tive package consult Warnercraft. 


THE WARNER BROTHERS CO: 


BRIDGEPORT CONN, 


Before you make a packaging decision... 


Consult the PACKAGING CATALOG. Its informative data, its complete listings of 
every manufacturer in every phase of packaging, its display of machinery, equipment, and 
supplies, its presentation of actual samples of papers, boards and labels and its editorial 
content present a comprehensive survey of the packaging industry which cannot help but 


enlighten the seeker of knowledge. 


The PACKAGING CATALOG is the guiding light of Packaging. Use it. It will be to 
your advantage. Make sure your decision is complete by referring to the PACKAGING 


CATALOG. 


BRESKIN & CHARLTON PUBLISHING CORP. 


11 PARK PLACE ‘ NEW YORK, N.Y. 














LT WOULDN'T 
BELIEVE: 


so great a change 
possible in a 


Ly this era of keen competition, better pack- 


aging is essential to increased sales. 


Bunte Brothers say “Sales of this (new) pack- 
age have been very gratifying.” Many other 
manufacturers have also found Continental 
service a big help in the creation of “Packages 


That Sell.” 


Plan now to stimulate your sales with a better 
package. Continental’s experienced represent- 
atives can help you in developing new packages 
or modernizing your old ones. “Containers by 
Continental” have long been identified with 


many of the country’s merchandising successes. 
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HE Continental Representative skilled in “Pack- 
- et to Sell,” offers the knowledge and ex- 
perience gained thru many years of helping 
solve the package problems of many diversified 
businesses. 

He also offers the advantages of Continental's 
large resources—38 plants strategically located 
from coast to coast... sales offices in principal 
cities completely equipped research and 
development laboratories ...a skilled organiza- 
tion of engineers and designers—all “Partners 
in the Business,” with a deep personal interest in 
serving you well. P 

You will find it to your advantage to consult a 
Continental Representative. Write, wire or phone 
the sales office nearest you. 


WRITE — WIRE — PHONE 
The Sales Office Nearest You 


Baltimore, Md. 
3500 East Biddle St. 
Wolfe 9700 


Boston, Mass. 
131 State Street 
Hubbard 7172 


Chicago, Ill. 
4622 West North Ave. 
Spaulding 8480 
Cincinnati, Ohio 
2510 Highland Ave. 
Jefferson 2201 


Dallas, Texas 
1118 Praetorian Bidg. 
Dallas 2-5924 


Denver, Colo. 
3033 Blake St. 
Tabor 4261 


Detroit, Mich. 
1900 East Jefferson Ave. 
Fitzroy 3292 


Jersey City, N. J. 
16th & Coles Sts. 
Montgomery 5-4700 
Kansas City, Mo. 
Guinotte & Lydia Aves. 
Victor, 7250 


LET AN EXPERIENCED 


CONTINENTAL 


REPRESENTATIVE HELP YOU WITH 
YOUR PACKAGING PROBLEMS... 


Los Angeles, Calif. 


3820 Union Pacific Ave. 


Angelus 7111 
Nashville, Tenn. 
500 Benton Avenue 
Phone 6-6682 
New Orleans, La. 
521 North Scott St. 
Galvez 4145 
Passaic, N. J. 
217 Brook Ave. 
Passaic 3-2115 
St. Louis, Mo. 
P. O. Box 1242 
Bridge 3550 


Wheeling, W. Va. 


Wheeling Steel Corp. Bidg. 


Wheeling 3900 


New York City, N. Y. 
100 East 42nd St. 
Ashland 4-2303 


Chicago, II. 


111 West Washington St. 


Franklin 8711 
San Francisco, Calif. 
155 Montgomery St. 

Garfield 7890 










NEW YORK: 100 E. 42nd St. CHICAGO: 111 W. Washington St. 


‘it's Better Packed in Tin”’ 


CONTINENTAL CAN COMPANY, 


INC. 


SAN FRANCISCO: 155 Montgomery St. 
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BEFORE 


YQU BUY A 


WIRE 
STITCHER 


SEND 
THIS 
CARD 











. SR Co Cg PR Tiers Se Suis Gabe 
i Six machines in an installation of forty- five sold to a large Mid-west plant 


EFORE you purchase a wire- 


ataiae fae aay pempnen: whe JN an effort to clarify the problems attached to our 
scene, Kamael amine eeenien shipping department, we would like to have full infor- 
mation from you on the various classes of Wire 
Stitchers manufactured by you. 


you can get about “Stitchers.”’ 
You want to know something 
about the design, workmanship, 


performance and costs of various We use solid fibre boxes per day. 
stitchers—you want to know the 




















background of the company, too, We use________corrugated boxes per day. 
don't you? 
Company 
So just send this card—and in a Address ys ne i 
day or two you'll get some very . 
interesting facts about a stitcher City State 
which took 40 years to perfect, a 
stitcher which gives you a maxi- Meat Packers Canners Confectioners 
mum of return with a minimum of Shoe Manufacturers Bakers and a host of others 
effort. Applicable with complete success to corrugated or solid fibre. 


GENERAL OFFICES AND FACTORY 
NIAGARA FALLS, N. Y. 


424 West 33rd Street 116 West Harrison Street 445 King Street, West 











NEW YORK CITY CHICAGO TORONTO, CANADA 


THE J. L. MORRISON COMPANY 
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ANY of America’s leading products made their packag- e = 

Rothe 

ing debut with the help of Pneumatic Scale packaging Boo 

machines. Today, the majority of America’s leading packaged 3 ' 

products, in every industry, are packaged by this method... 3 ag 

Pneumatic’s leadership is as old as packaging itself, and time has a 

ste 

made it more emphatic, more complete. ain 

; PNEUMATIC MACHINES 

In 1906, when Stickney and Poor, one of the country’s oidest to 

arton Feeders—Bottom Sealers me thi 

companies, started to package their products automatically, they —Lining Machines—Weighing a ha 

a ; . : Machines (Net and Gross)—Top e 

bought their first Pneumatic machine. Since then, we have served Centers ~Wiengglen Mathias tic 

’ . . (Tight and Wax)—Capping Ma- : 
them continually, and today, Pneumatic are the most universally ner ge a bu 
used packaging machines in the spice field. Vacuum Filling Machines (for cre 
liquids or semi-liquids)— Auto- : 

That is typical of the experience of Pneumatic Machines in matic Capping Machines—Auto- WwW 

matic Cap Feeding Machines— : -. 

practically every packaging industry. \When the time comes for Tea Ball Machines ” 

your selection of packaging 

si 

machinery, the reason for the of 

universal choice of this sys- br 
tem, as told by the users NEUMAT IC ( ALE 

sil 


themselves, will prove value- ACKAG i NG MACH | N ERY be 





ble to you. It is contained in PNEUMATIC SCALE CORP., LTD., NORFOLK DOWNS, MASS. su 
an unusual booklet, entitled, Branch Offices in New York, 26 Cortlandt St.; Chicago, 360 North Michigan 
oe ae Ave.; San Francisco, 220 Market St.; Melbourne, Victoria; Sydney, N. S. W., 

An Interview.” Write for it. and Trafaigar House, No. 9 Whitehall, London, England. de 
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Volume Four 
Number Nine 


After 30 Years 


A Notable Line 
Redesigns Packages 


To those individuals and industries to whom 
package consciousness has become an inherent 
faculty in their business lives, the recent announce- 
ment by John H. Woodbury, Inc., on the redesign- 
ing of its packages, portends a progressive step in 
the vista of unlimited attainments for this branch 
of the industry in the near future. 

Though that which has been referred to as pack- 
age consciousness was an eventual state of condi- 
tion for all manufacturers and consumers, alike, this 
step by one of the most well-known and popular 
manufacturers in the toiletries field, brings it nearer 
to accomplishment. This is inevitable because of 
the prominence of the concern in question. It may 
be expected, without the mention of certain na- 
tionally known names, that this move by the Wood- 
bury company will be followed by others, and will 
create as much of a stir throughout the industry. 

It is with the introduction of a new line of toilet preparations that the 
Woodbury company, after thirty years of unchanging packaging poli- 
cies, has fallen in line with present merchandising trends. Keeping 
in key with the new packaged products, the old packages have been 
simplified and tied up by a family resemblance, and with the exception 
of the soap package, this redesigning has taken the form of a complete 
break-away from the old designs. 

The new package of Woodbury’s facial soap, in a pastel green with a 
silver base, depends for attention on the delicate black lettering. On 
both package and wrapper the picture of John H. Woodbury has been 
subordinated. 

Possibly foreseeing consumer reaction to tubes and jars, as was 
demonstrated recently in a nation-wide (Concluded on page 86) 


MODERN PACKAGING 























E. H. Rehnquist 
















BRINGING A WELL-KNOWN NAME 
TO THE FOREFRONT OF CONSUMER 
INTEREST THROUGH THE REDESIGN- 
ING OF ITS PACKAGES, IS WHAT HAS 
BEEN ACCOMPLISHED BY JOHN H. 
WOODBURY, INC. EACH OF THE 
PACKAGES ILLUSTRATED ABOVE, BE- 
CAUSE OF THE ARTISTIC BASIS OF 
THEIR DESIGN, IS DISTINGUISHED 
ENOUGH TO REFLECT TO THE CREDIT 
OF THIS VETERAN CONCERN. THE 
SIMPLICITY OF DESIGN, WHICH 
VERGES ON SEVERITY, IS THEIR AP- 
PEALING CHARACTERISTIC. 
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The Spirit of 
Bon Ami 


, n t h “A _ a Cc kk a 3 | @ Out of the kitchen, shaking the dust of its humble and hidden 


bathroom corner from resolute shoulders, Bon Ami emerges, 

rewarded at last for its humanitarian virtues, in a rejuvenated, 

sparkling, modish, charming package. Beside milady’s dainty 
soaps, perfumed toilet water, 
delicate bath salts, white 
linens, with dignified colorful 
tile as a background, the new 
container proudly takes its 
place. 

Having proved for more 
years than one cares to re- 
member the good friend of 
millions of housewives, Bon 
Ami again displays its sterling 
worth, through the remarkable 
transformation that has been 
effected. Outfitted in a brand 
new ensemble of gold and 
black, whose smart lines 
breathe exquisite taste, this 
product in its new dress is the 
focus of all admiring eyes. 

Never before has so radical 
a step been taken in the design 
of a package for a product of 
this type. Above all other 
points presented in its favor, 
there is one outstanding which 
for conclusive evidence needs 
no further endorsement. This 
is the practical theory re- 
peatedly brought forth by the 
packaging industry, that a 
product is not limited in its 
scope of package expression. 
Nothing more humble in its 
function can be found than the 
reliable Bon Ami. And 
though humble, from one 
standpoint, it cannot be gain- 

_ said that, on the other hand, it 

performs a service to mankind 
elevating and extreme in its 

. necessity. 

By Mary Michael The trend, therefore, to styled packages for everyday necessi- 
ties is not far-fetched. It opens up for the manufacturer outlets 
heretofore not suspected or realized. Who can deny that Bon 
Ami will not profit because of the toning- (Please turn to page 80) 
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The House 
a Package Helped 
to Build 


By Ann Di Pace 


For more than three decades the Uneeda 
Biscuit has actually been a staple item in the 
food closets of millions of American homes. 
In the long run, such products are not con- 
sidered staple items, yet the fact that its con- 
sumption is tremendous—a consumption 
that exceeds, by far, that of any other pack- 
aged variety of crackers and cakes—gives it a 
permanent place in every home. 

It can be truly said that the Uneeda Bis- 
cuit is as much a part of every individual 
as his early childhood. As such, all opera- 
tions involved in its distribution take on 
significance. And in an interview with the 
executives of the company the interesting 
fact is brought to light that the Uneeda Bis- 
cuit is the apex around which the hundreds 
of other products from the National Biscuit 
Company revolve. It is, in fact, the founda- 
tion of the little world that lies behind the 
scenes—a world all its own that, despite its 
commercial aspects, looks for its success and 
existence to the exacting approval of the 
public to whom it caters. This commenda- 
tion is sought and obtained through a rigid 
guard over every minute detail in production, 
through scientific methods, research, strict 
adherence to formulae and sanitary rules, 
rapid packaging and distributing facilities, 
and above all these, a sense of duty toward 
the welfare of the consumer—a duty in which 
packaging plays a very big part. Hereis the 
basis of all National Biscuit Company pro- 
duction and distribution—production on such 
a gigantic scale, it leaves one rather be- 
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PACKAGING SUPPLIES AT THE NATIONAL BISCUIT COMPANY COVER 

A VARIETY OF MATERIALS. ILLUSTRATED ARE A FEW OF THE MOST 

POPULAR “‘UNEEDA BAKERS” PACKAGED PRODUCTS, WHICH GIVE 

AN IDEA OF THE WIDE SCOPE IN PRODUCTION, PACKAGING METHODS 

AND SUPPLIES USED. PACKAGE AND LABEL DESIGN TECHNIQUE IS 

CLOSELY RELATED, CREATING A_UNIFORM TIE-UP OF PACKAGES 
DESPITE DIVERSITY IN PACKAGE MATERIALS 


Photo; By E. H. Rehnquist 











ONE OF THE AUTOMATIC CARTON FORMING MACHINES FOR UNEEDA 
BISCUIT WHICH FOLDS THE WAX LINER AT THE SAME TIME 


wildered and astounded after an inspection of one 
of its plants. 

The New York City plant of the National Biscuit 
Company is largely devoted to the production of 
Uneeda Biscuit, though this largest biscuit bakery in 
the world and largest manufacturing plant of any 
kind on Manhattan Island does not attempt to make 
all of the five hundred odd dainties for which the 
company is noted. Fifty other bakeries throughout 
. the United States and Canada provide for the particular 
needs of various localities. Notwithstanding, a fairly 
long list of packaged products, with Uneeda Biscuit 
at the head, averaging thirty to thirty-five carloads, 
are daily shipped from this plant. 

Here, prepared by specially trained men, who safe- 
guard the standard of N. B. C. quality, baked and pack- 
aged with remarkable ease, are most of the favorite 
“‘Uneeda Bakers’ biscuits that make so impressive a dis- 





AT THE RIGHT, FILLING CARTONS WITH UNEEDA BISCUITS. MACHINE IN THE 
FOREGROUND PLACES PRINTED INSERT INTO CARTON AND CLOSES TOP 
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play in retail stores: Premium 
Soda Cracker which runs neck 
and neck in the race with 
Uneeda Biscuit for popular 
favor, Saltina, Royal Lunch, 
Graham Crackers, Chocolate 
Snaps of picnic history, 
Cheese Wafers, Butter 
Wafers, Nabisco, assorted 
dainties and so on down the 
formidable list. 

Necessarily, packages and 
packaging methods are im- 
portant cogs in this vast 
system, and the company, 
since its formation has de- 
voted as much attention to 
this angle of its business as 
to any other phase. Today 
there issue from the plants of 
the National Biscuit Com- 
pany a wide range of packages in various sizes, shapes 
and materials. The greater number are practically 
the same in principle, based on the original Uneeda 
Biscuit package. These packages make use of a 
plain, unprinted carton wherein the product is packed 
within a specially prepared wax liner and wrapped in 
an outer lithographed wrapper. 

So large a list of products, it would seem, would 
entail considerable dissimilarity in package appearance 
but, on the contrary, all are distinctly recognizable as 
belonging to the Uneeda Biscuit family. The conserva- 
tive simplicity that from its birth marks the Uneeda 
Biscuit package has been followed in all other packages 
for products from this house. Even without the red 
trade mark seal, bearing the word ‘“‘Uneeda”’ and the 
initials of the company, which ties up each product 
with the other, this family resemblance predominates. 

This principle of conservative simplicity which 
radiates dependability, is 
followed on the other packag- 
ing supplies used by the com- 
pany, such as metal con- 
tainers, of various sizes and 
shapes, transparent waxed 
wrappers, transparent cellu- 
lose wrappers, and finally 
a wrapper combining wax 
paper and printed transparent 
cellulose. 

Because the products for 
which the latter packages 
are used do not lend them- 
selves readily or practicably 
to automatic packaging, man- 
ual packaging methods are 
also in operation at the plant. 
And for these, an equal stand- 
ard of efficiency and cleanli- 
ness is maintained. These 
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containers are filled and 
closed, wrappers applied and 
sealed with long narrow paper 
bands bearing the company 
name and label by girls, im- 
maculate in blue and white 
uniforms. But whether oper- 
ations are manual or auto- 
matic, all methods of pack- 
aging must keep pace with 
production. This is vital if 
the products are to be pro- 
tected and their flavor re- 
tained. There is need, there- 
fore, of close coordination of 
production and packaging 
which is evident in every de- 
partment of the plant. Such 
close coordination permits all 
production to be packaged the 
same day and distributed to 
various centers within a few short hours either by 
rail or motor trucks. 

Since, excluding those products which require 
packaging by manual labor, every product in the Na- 
tional Biscuit Company is virtually a sister of the 
Uneeda Biscuit in production and packaging processes, 
the story of that popular cracker tells the story of all 
others. 

Some humorous thoughts could not help but intrude 
in the large, busy departments where the various steps 
in the making of Uneeda Biscuit are so fascinating. 
How wide a housewife’s eyes would open if she could 
see how easily pounds and pounds of flour are mixed 
to make one enormous batch of dough, how swiftly 
and without effort it is rolled and baked, and all within 
the time it takes her to roll dough for one pie! 

It is interesting to observe the various processes 
preceding the actual packaging operations: the enorm- 
ous batches of dough mixed 
in accordance with a pre- 
scribed formula, assuring 
quality; the specially tem- 
pered rooms for rising, where 
the dough remains for about 
twenty-four hours before bak- 
ing; the rolling, stamping and 
“peeling” into the huge ovens, 
constructed not unlike minia- 
ture ferris wheels—from which 
the finished biscuit is removed 
by male operators, put on 
trays, and conveyed by an 
automatic elevator to a floor 
below, ready for packaging. 

All these operations are 
performed with the utmost 
efficiency, speed and sanita- 
tion, and the same thorough- 
ness characterizes the final 
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A SECTION OF THE NATIONAL BISCUIT COMPANY PLANT WHERE CARTONS 
OF UNEEDA BISCUIT ARE AUTOMATICALLY WRAPPED AND SEALED WITH THE 


COMPANY LABEL 


step in the production of Uneeda Biscuit. These op- 
erations, standard throughout the other departments 
and bakeries of the company, necessarily permit uni- 
form high quality in all ‘‘Uneeda Bakers’ production. 
And when we consider the packaging operations of 
Uneeda Biscuit, these same methods are applicable to 
other products of the same type, even to the 2-lb., 
3-lb. and 4-lb. packages for bulk trade. 

The first step in the actual packaging is performed by 
an operator, who, from a stack at her side, feeds the 
plain, flat carton and a specially waxed liner to the 
machine which forms and blocks the carton. It is 
then carried by a moving belt to the filling table. 
Here the operators fill the cartons with the required 
number of biscuits; place them on another moving 


belt, immediately above, which carries them to the 
closing machine where an inspector is stationed, who 
not only operates this machine (Concluded on page 82) 





THE FINAL STEP IN PACKAGING UNEEDA BISCUIT. THE AUTOMATIC BUNDLE 
WRAPPING EQUIPMENT WHICH WRAPS AND SEALS TWELVE PACKAGES OF 


UNEEDA BISCUIT FOR SHIPPING 
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Daintiness 
in Writing Paper 


By Winifred North 


MODERN PACKAGING 


When fashions in clothes re- 
vert in some degree to a former 
day, one may be sure it is the 
signal for all other manufactur- 
ers to follow the same trend. 
The lead this branch of industry 
has acquired in setting the style 
pace is now universally recog- 
nized. Since outward appear- 
ance plays so important a part in 
the moving mechanism of a busi- 
ness and social world, this posi- 
tion at the head of a vast system 
is one rightfully placed. 

For some time now there has 
been heralded the exit of post- 
war ultra-sophistication and, in 
its wake, the entrance in all 
phases of life of the more simple, natural mode of thirty years ago. 
A woman’s crowning glory has been rescued from the ravages of 
the past and with it has returned those accessories and, to some 
extent, characteristics of a more appealing nature. Smart sim- 
plicity has replaced bold modernism and daintiness has scored 
over severity. 

The charm of these soft and appealing characteristics is evi- 
dent in many packaged products recently produced. What more 
fitting than that they should be incorporated in an item which, if 
age-old tradition is to be believed, reflects the character of its user. 

In the packages of writing paper, illustrated above, the Whiting 
Paper Company have, in the production of these items, followed 
the present trend toward smart simplicity plus an appeal intriguing 
because of its unusual daintiness. 

The crisp, summery and colorful dotted Swiss dress material 
was the inspiration for the paper covering for these containers. In 
delightful pastel shades of green, orchid and pink they fasten upon 
the imagination with alluring appeal. Still further is one taken 
back into the pages of history by the authentic and exquisite 
decorative motifs employed on the inside covers. The illustra- 
tion in the package reproduced on the extreme left—a wash draw- 
ing in several pastel hues—is so appealingly wistful and charming 
in technique, the urge to buy is irresistible. The decorative motif 
employed on the package reproduced at (Concluded on page 84) 
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Courtesy of The Keratol Company. 


THE SET-UP BOXES ON THIS 
PAGE SHOW BUT A FEW OF 
THE TYPES THAT ARE AVAIL- 
ABLE TO THE PACKAGE USER. 
ATTRACTIVE EFFECTS IN LIN- 
INGS AND COVERINGS EN- 
HANCE THE APPEARANCE AND 
INCREASE SALES APPEAL 


The Widening Span in Package Materials 
By D. E. A. Charlton 


Since the first recognition of the package in its dual 
function of container and sales promoter for the in- 
cluded product there has been a constant growth in 
the variety of materials which is available for the use 
of those who seek this means of distributing their 
merchandise. No longer is the manufacturer limited 
to the choice of a few materials from which to con- 
struct or design his package, and there is every indi- 
cation that such a selection may be made in the 
future from an even wider and more diversified 
group. While it is true that in certain instances the 
newer nraterials have replaced those formerly used, 
such substitutions have been, generally speaking, of 
temporary duration; the appearance of the new ma- 
terials on the market have spurred the producers of 
the older materials to increased efforts and ingenuity 
which have resulted in improved products that have 
successfully met the conditions imposed by modern 
packaging demands. 

With each successive year the number of converts 
to packaging has increased, so that today there is 
scarcely an industry that does not consider the pack- 
age, in one form or another, as an important factor 
in merchandising plans. As the number of such in- 
dustrial groups has increased, so, too, have the items 
which require packaging in each, thereby creating a 
greater volume of business for those supplying the 
packaging materials used. Actually, many of the 
developments now apparent among package materials 


have been initiated by manufacturers who have 
sought new dress and design in which to adorn their 





Courtesy of The Keratol Company. 


products, although, generally speaking, these re- 
quirements have been devised by the suppliers and 
those who cooperate with them, such as printers, 
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POPULAR FAVOR AMONG CONTAINERS 


lithographers and independent designers. 

In its simplest form, we think of a wrapping or 
covering for any article as a package. From this we 
advance to the complex assembly of materials which 


surrounds a given product or may, in fact, group 
several of the same or different items, and this like- 
wise is called a package. So that when one speaks 
of packaging materials, any list pertaining thereto 
must necessarily include all of the appurtenances 
which go to make up the complete package assembly. 
A confectionery bar in a transparent cellulose wrap- 
ping with a label affixed is considered a package; an 
elaborate bottle of perfume with its closure, label, 
transparent wrapping and surrounding case or box 
is likewise classified as a package. The term has 
become one of general usage. A classification of 
packaging materials should, therefore, group those 
materials, which enter the assembly re- 
ferred to as a package, under one of 
Containers ; 


the following divisions: 


closures; labels; wrappings; coverings 
and linings. This list includes Dw 
those items which can be cog# 

sidered finished mate vig ey 
and does 
account such supplie: 
adhesives 
and other raw or 


not take 
as ink, 
finished packag- 
ing materials. To 
subdivide each of 
divi- 
sions calls for ex- 
tensive _ listings 
which will not be 
attempted in this 
article. Suffice it 
to say that al- 
most without ex- 
ception, all of the 


the above 
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Courtesy of Bakelite Corporation. 


THE BEAUTY AND DURABILITY OF MOLDED PHENOL RESINOID CONTAINERS HAVE WON 


materials so grouped have re- 
sponded with improvements that 
have brought about a_ wider 
adaptability in their use. 

The selection of a package ma- 
terial is or should be governed by 
its ability to meet certain condi- 
tions that, to a considerable ex- 
tent, have become established as 
standard or accepted practice in 
package creation. With the rec- 
ognition of the package as a real 
factor in the distribution of mer- 
chandise, it became evident that 
the same measure of study which 
preceded other sales promotional 
plans should be followed. A 
logical procedure then is to ob- 
tain certain market analyses 
which will show buyers’ preferences, competition in 
the product and other facts that are of value in the 
consideration of the package itself and its component 
elements. Next in line, as influencing the selection 
of materials, will be a study of the product itself, the 
design—size, shape, decorative effects—and the utility 
of the package, and underlying each step is, of course, 





the consideration of cost. 

The foregoing but briefly outlines a general plan 
which is, of course, subject to elaboration, depending 
on limitations which may be placed by the manu- 
facturer who is seeking the package. Package de- 
sign and construction, as apparent today, has admit- 
tedly reached a high stage of development and gives 
every evidence of claiming further attention. Al- 
ready a number of organizations and individuals are 
devoting their entire efforts to such work. 













Courtesy of Continental Can Company. 


TIN CONTAINERS SUCCESSFULLY MEET PACKAGE REQUIREMENTS FOR VARIOUS PRODUCTS 








i 
e 
as 




































































Recently, in an editorial in Mopern Packacina, | 
wrote as follows: “The period just past has been one 
of accomplishment in the packaging industry. Spe 
cifically, if one is to point out the direction in which 
the greatest progress has been made, it can be said 
that this has been toward a keener appreciation of 
packages by manufacturers who have adopted that 
means of merchandising their products. This appre- 
ciation has manifested itself in a demand for better 
design, the use of more harmonious colors and deco- 
rations, more economical methods of 
packages and the utilization of materials which here- 
All of these factors 
have brought about not only an increase in the actual 


package output but have also added to the number 


tofore had not been considered. 


of groups which are already converts to the package 
idea. The entire credit for this attitude on the part 
of manufacturers should not, however, be laid at 
their door for their efforts would have been of less 


consequence were it not for the fact that the 





assembling 


use.” 





pounds — are continually being adopted for 
If packages can be considered as possessing a 
“common denominator,” it must be apparent that 
color is among the outstanding of these. Its use and 
misuse as applied to packages is evident everywhere, 
although in all fairness it should be stated that the 
swing towards correct color usage is rapidly increas- 
ing. Meeting this trend has been the development 
of color as applied to package materials and there are 
few in the entire list of materials that do not offer a 
wide selection in colors. Due to the development of 
the printing arts it is possible to secure any com- 
bination of color as reproduced in printing, emboss- 
ing, lithography and other 
processes, and these, applied 
to the 
terials 
naturally 
selection 


various base ma- 
paper, metal, etc. 

widen the 
from which 
the package user may 





Courtesy of Barton Manufacturing Company. 


BOTTLES SUCH AS THESE, WITH THEIR MODERN LABELS AND CLOSURES, ATTRACT IMMEDIATE ATTENTION 


buying public has—through education, psychology, 
or call it what you will—accepted the modern pack- 
age and maintained an insistence for improvement. 
“To point out a very few instances of progress. 
We have seen an advance in the methods of packag- 
ing frozen foodstuffs which bids fair to revolutionize 
the retail merchandising of these commodities; there 
has been an improvement in the manufacture of trans- 
parent and semi-transparent wrappings and the meth- 
ods of printing and applying same; as one expert 
expresses it, “we are using color, not letting it use 
us’; there is a definite trend toward more convenience 
in the structural design of containers, displays and 
the like, and newer materials—such as phenolic com- 





choose those that adequately meet his requirements. 

A study of the illustrations will indicate what | 
have chosen to call the widening span of packaging 
materials. These reproductions do not, of course, 
begin to include all of the available materials or even 
represent the diversifications that are to be found in 
each group, but they are fairly representative of the 
better known, accepted types of packages and, being 
shown in color, will serve to illustrate the progress 
that has been made in meeting the requirements of 
the manufacturer who sells with packages. 

Set-up paper boxes made their appearances early 
in the history of packages and still retain a substan- 
tial proportion of popularity as containers. Obtain- 
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able today in a large variety of shapes and 
sizes, produced at low cost and permitting 





the successful use of various coverings 
and linings, these boxes have kept E 
mas 
pace with the demand for attractive 
and improved packages, and will un- 
doubtedly remain the standard type 
of container among certain indus- 
tries. The folding paper box can 
be considered as a product of our 
“machine urge” for its success 
has been founded mainly on the 
demand for automatic packaging. 
Kasily adaptable to the sequence 
of mechanical packaging opera- 
tions which include carton forming 
and sealing; its advantage in ship- 
ping, the carton being in knock-down 


form, and its low costs are factors which 








have popularized this form of container. 4 Th 
Then, too, considerable progress in the a acces 
manufacture of boxboard has permitted im- Qj throt 
provement in the reproduction of designs placed a prodi 
on the display surfaces of cartons. | tent | 
A 4 Courtesy of Peerless Tube Company. ‘ : 
Strength and protection; economy in handling, in PLEASING COLOR EFFECTS ARE REPRODUCED ON g to im 
that the spoilage of material is greatly reduced, and COLLAPSIBLE TUBES SUCH AS THESE. NOTE THE K angle 
ability to present attractive lithography are the out- TRANSPARENT WRAPPING i — 
standing qualities of metal containers. There is also Fy holds 
the advantage that they offer reuse value and can be packages have been toward an increasing number of 3 litera 
utilized for many purposes after the contents of the shapes, improvements in closures and the applica- B  phas 
original package have been exhausted. The develop- tions of color as expressed by lithographic designs. om 
ments that have taken place in the production of such Glass containers are commonly made in flint (clear — 
white), amber, blue, light green, emerald a 
green and opalescent colors. Special types Pi 


are made in a wider variety of color effects. 
The principal advantages are transparency, 
which establishes confidence in the mind of 
the package purchaser; their adaptibility 
to certain liquids as well as solids and semi- 
fluid products, and the opportunity which 
they offer for the successful displaying of 
attractive labels. Most of the glass con- 
DUOVAE tainers used are manufactured under quan- 
tity production methods although there are 
to be found an increasing number of ex- 
amples of unusual shapes and sizes which 
require special molds. 

Increasing utilization of collapsible metal 





tubes has resulted from the acceptance of 
this type as a container of convenience and 
wide adaptability to various products. AI- 
most any type of decoration can be placed 





on a collapsible tube and the reproduction the 
of accurate color effects can be held in large } peat 
quantity runs. Basically this work can be pack 
done up to four colors and with ten or © inter 
ren, a No oa a arena eleven shades resulting from screen work if ture 
COLORFUL AND DISTINCTIVE DESIGNS ARE ATTRACTIVELY desired. Great strides have been made in distr 
DISPLAYED ON FOLDING CARTONS the development (Concluded on page 72) | and 
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The fields covering the hardware and automobile 
accessories trades are making a bid for increased sales 
through the medium of packaging. Though these 
products have, heretofore, been marketed to some ex- 
tent through this means, no special effort has been made 
to interest the retailer or consumer from a packaging 
angle. That manufacturers are becoming increasingly 
conscious of the prominent place modern packaging 
holds in present merchandising trends, is evident in the 
literature now being distributed to retailers, the em- 
phasis placed in their advertising on the introduction 
of new packages and the thought and artistic efforts 
apparent in their creations. 

Noticeable in all trade literature from progressive 
hardware and accessory organizations is the fact that 





the argument, packaging for increased sales, is re- 
peatedly stressed. The aim was not packaging for 
packaging sake but packaging for merchandising, for 
interest, which due to the type of products manufac- 
tured involved extensive research among buyers and 
distributors. The reaction thus far has been gratifying 
and since its success in the merchandising world is 
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assured we can expect more and better packaging opera- 
tions from these fields. 

At the left is illustrated the new aluminum wire screen 
cloth, Aldura, a product of the New York Wire Cloth 
Co., New York, and marketed in a self-dispensing 
corrugated board carton. The carton, attractively 
printed in orange and black with wide bands of orange 
and gray has proved a source of extreme satisfaction 
to the manufacturers in more ways than one. Their 
experience in the few short weeks it has been on the 
market has convinced them that damage to rolls of 
cloth has been reduced to a minimum. Favorable 
comments have been received also from dealers on its 
practical and advantageous features. The carton, 
which contains 100 lin. ft. in a 28-in. width keeps the 
product bright and clean, makes it easy to handle and 
cut and easier to sell. 

The illustration at the upper right of the above 
photograph is the display accompanying an assortment 
of Pexto Pruning Shears, products of the Peck, Stow & 
Wilcox Co., Southington, Conn. The attractive garden 
design and colors create an arresting appeal as counter 
or window displays, and the color scheme expressive of 
spring and flowers, is that used on the individual car- 
tons. These display cartons (Concluded on page 68) 
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PLATE FOUR. AN INTERESTING 
SAMPLE, PYROXYLIN COATED, 
IN BLACK AND WHITE IN THE 
SHELL GRAIN LINE OF L. E. 
CARPENTER & CO., INC. 


PLATE FIVE. SEGMENTS OF 
THE COMPLETE DESIGN 
GROUPED AROUND ~ THE 
MOTIF IN BLACK AND SILVER 
ON A GRAY GROUND IS AN 
INTRIGUING EFFECT OBTAINED 
BY THE HAMPDEN GLAZED 
PAPER & CARD CO. 


PLATE SIX. RESTRAINED MOD- 
ERNISM MARKS THIS GEO- 
METRIC DESIGN IN BLACK AND 
SILVER AGAINST A STIPPLE i 
GROUND. COMES IN 12 
OTHER COLORS. BY MC- 
LAURIN-JONES CO. 









PLATE ONE. A STRIKING 
BLACK AND WHITE EFFECT 
IN AN ANTIQUE FINISH FROM 
THE DISTRICT OF COLUMBIA Bgssiig eet 
PAPER MFG. CO. THIS IS AP- Satay: 

PROPRIATELY CALLED erences 


“GARDENIA”’ plate four 






























PLATETWO. A DELICATE AND 

BEAUTIFULLY EXECUTED  DE- 

SIGN IN BLACK ON AN EM- 

BOSSED SILVER BACKGROUND. 

BY THE MARVELLUM COM. 
PANY 









PLATE THREE. TWO SHADES 

OF BLUE AGAINST A WHITE 

GROUND GIVES THIS UNIFORM 

SWIRL DESIGN A FASCINATING 

APPEAL. FROM THE HOLY- 
OKE PAPER CORP. 















plate five plate six 
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plate eight plate seven 





PLATE SEVEN. DELIGHTFULLY 
SPRING-LIKE IN APPEARANCE 
IS THIS SAMPLE FROM WHIT- 
ING-PATTERSON CO. THE 
FLORAL MOTIF IS IN ROSE AND 
WHITE ON A GOLD GROUND 
WITH THE FLOWING TENDRILS 
IN BLUE AND ROSE AND plate nine 
GREEN AND ROSE 





PLATE EIGHT. A PIQUANT EF- 
FECT IN BLUE AND RED 
AGAINST A WHITE GROUND, 
DISPLAYING ASIATIC  INFLU- 
ENCE. IT IS CALLED “BATIK,” 
FROM LOUIS DEJONGE & CO. 


ge 


PLATE NINE. AN UNUSUAL 
AND UNIQUE TREATMENT OF 
A SIMPLE MOTIF, DEPENDING 
FOR STRENGTH ON _ THE 
COLOR SCHEME, SILVER ON 
BLACK. BY C. R. WHITING 
GO, ING. 






PLATE TEN. “GLAZED 
CHINTZ” FROM THE HAMP- 
DEN GLAZED PAPER & CARD 
CO. AN. ALL-OVER FLORAL 
REPEAT IN A LIGHT SHADE OF 
BROWN ON A WHITE GROUND 
























PLATE ELEVEN. A STRIKINGLY 
SMART AND BOLD GEOMETRIC 
DESIGN IN BLACK AND WHITE 
IN THE TEXTILE PRINT LINE OF 
CHARLES W. WILLIAMS & CO., 
INC. 















PLATE TWELVE. REMINISCENT 
Spence Ne 9 yap ce te A OF ANOTHER AGE IS THIS 
FLORAL DESIGN FROM THE 
BEEKMAN PAPER & CARD CO., 
INC. THE RED AND WHITE 
as diinidedinds tL” aedaiaiaiieenenl BLOSSOMS AGAINST A DEEP 
BLUE GROUND HEIGHTEN THE 
CHARMING EFFECT 













plate twelve plate eleven 
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Washington News 


The public, long ago advised against “buying a pig 
in a poke,” can now safely disregard that warning, 
that is, if the poke happens to be one of the new cotton 
bags with the ‘‘show window’”’ feature, recently devised 
by the United States Department of Agriculture, in co- 
operation with the North Carolina State College of 
Agriculture and Engineering. 

The new bag is the result of the department’s search 
for new uses for cotton. It is now being offered to the 
trade in small sizes, suitable to packing potatoes, 
onions, and oranges and other produce. The bag is 
woven in one piece of cloth, but one side is of open 
mesh so that the contents may be readily seen by the 
purchaser. The other side of the mesh permits the 
printing of the label. The “duplex’’ bag saves the retail 
grocer the time necessary to weigh each individual order. 
It also prevents customers from picking over the pro- 
duce, a habit which is often irritating to the grocer and 
hard on the produce. This bag is more adapted to the 
ready package in many instances than is a paper bag, 
and when the bag is empty the housewife can rinse the 
sizing out of it and use it as a dust cloth. 

The new bag was produced and put into use but 
recently. The attractiveness of the package and the 
fact that bags made from this ‘‘duplex’’ material can 
compete with other bags in price, are two features 
which promise to make it popular for packaging farm 
products in the near future. 


Producers of Canadian maple sugar and maple 
syrup are now required to label their product so as to 
indicate the true contents of the container by a new 
regulation effective March 1, 1931, states a report from 
Vice Consul Ralph Townsend, Montreal, made public 
by the Department of Commerce. The new law, 
passed at the last session of the Dominion Parliment, 
stipulates that the word ‘‘maple’’ may not be used on 
the package except in the case of the pure and unadul- 
terated product, it is stated, and that no other words or 
phrases, pictures or trade marks, not even the tradi- 
tional picture of the log cabin of a kind that suggests 
maple products, will be allowed on containers other 
than those holding the pure maple sugar or syrup. 

The specific nature of the contents of each container, 
such as the percentage of adulterants or coloring matter, 
if used, and the name and address of the packing plant, 
is required on the label and in case of violation, inspec- 
tors are authorized to seize the entire stock and to 
revoke licenses, the report reveals. 

Canada’s annual output of maple sugar and maple 
syrup is valued at more than $6,000,000 by the Domin- 
ion Department of Agriculture, of which about one- 
fifth is sold in the United States. 


Elimination of the glass bottle as a container for the 
sale of milk is endorsed in the annual report of the 
New Jersey State Department of Weights and Meas- 
ures, recently submitted by Superintendent, J. Harry 
Foley, to Governor Morgan F. Larsen. Asa substitute, 
a paraffined, heavy-paper receptacle, which would be 
discarded after use, is favored. 

“A new development in the methods of dispensing 
milk has been experienced,” says the report on that 
point, ‘‘We may now with reasonable certainty look 
forward to the time—and that probably in the near 
future—when the glass milk bottle will join the ranks of 
its deposed predecessors, the milk dipper, pitcher and 
can.” 

There is special need in the present period of de- 
pression and unemployment that a vigilant check be 
maintained to insure buyers against short weight, says 
the report. The most effective means of dealing with 
profiteers seeking to take advantage of the situation, 
it is pointed out, is an adequate and efficient super- 
visory force. 

It was stated orally at the Bureau of Agricultural 
Economics of the Department of Agriculture that paper 
containers for milk would be used more extensively if 
they could be produced more cheaply. The cost of 
paper containers is about 1 cent each, whereas the glass 
bottle which costs about 5 cents has an average life of 
twelve to 35 trips. However, the paper containers has 
many advantages. Discarding it after use is its most 
favorable feature, although modern methods of sterili- 
zation are very efficiently used on glass bottles. Weight 
and compactness of paper containers also stand in their 
favor. From a sanitary standpoint, the cardboard 
vessels are receiving much consideration. Installation 
systems in_some dairies cover the manufacture, filling, 
and sealing of the container in one operation. 

Further reports from the Bureau show that extensive 
utilization of paper containers for milk is still confined 
to New York and vicinity. Paper cartons are also 
being introduced into Paris and Cuba. 

It is contended in some quarters, however, that glass 
bottles are more convenient to carry and handle. Also 
the cream line may be seen, which is impossible in 
opaque paper vessels. Some dairy concerns, neverthe- 
less, have overcome this difficulty by inserting a small 
celluloid collar in the paper carton. 

The regular use of paper containers because of their 
compactness and light weight, and provided their price 
is reduced as low as that of glass bottles, may result in 
cheaper milk prices, the report states. 


q 


Glass Container Association of America held its 
annual meeting at the Greenbrier Hotel, White Sulphur 
Springs, West Virginia, on May 7 and 8. The pro- 
gram included business and conference sessions and 
entertainment features. 
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REMINGTON- 
RAND BUSI- 
NESS SERVICE, 
INC., IS AS- 
SURED OF RE- 
USE VALUE IN 
THESE CON- 
TAINERS FOR 
ITS PRODUCT 





E. H. Rehnquist 


“No longer does the world beat a path through the wilderness 
to the shop of the best mousetrap maker. Today as never 
before the tailor is judged by the clothes he wears. Synony- 
mously, today as never before, the product is judged by the 
package it bears. Contrary to the popular belief that a 
worthy article will sell itself in old clothes, we know that 
today the package must measure up fully to the product it 
carries. We aim to furnish a package not only pleasing in it- 
self but also appealing to the owner’s pride of possession and 
retention after the contents have been used.”’ 

Thus does S. W. Pierce, executive secretary of the general 
merchandise committee of Remington-Rand Business Ser- 
vice, Incorporated, explain the expenditure of $100,000 in a 
new and novel merchandising maneuver: packaging type- 
writer ribbons in chic colorful powder boxes! 

For thirty years, from 1900-1930, Remington typewriter 
ribbons were packaged in the familiar round tin boxes. Then, 
in 1930, C. A. Lemkuhl, Divisional Manager, Portable Type- 
writers and Supplies Division, proposed to add beauty, color, 
modernism, vitality to the round tin box. In fact, he proposed 
to do away with the round tin box and in its place substitute an 
alluring powder box. But why a powder box for a typewriter 
ribbon? 
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Here’s’ why: 
Of the millions 
of typewriter 
users through- 
out the world, 
Carl D. Proctor, 
general promo- 
tion manager of 
Remington- 
Rand, esti- 
mates that at 
least 75 per cent 
are women. 
Women like 
powder boxes. 
Women keep 
their powder 
boxes long after 
the powder is 
gone. Women 
use these emptied powder boxes for everything 
from pins and needles to paper clips and postage 
stamps. 

Even so, before definitely deciding on the powder 
box ribbon container, six months were spent investigat- 
ing the market, analyzing the various types of con- 
tainers and attempting to gage the buyer’s reaction. 
Two hundred typists were asked if they would keep 
their ribbon containers if they were as attractive as 
their face powder boxes. Ninety-three per cent re- 


plied that they would. At the same time the F. N. 
Burt Company, Ltd., of Buffalo, N. Y., experimented 
with various forms of powder boxes designed to carry 
They submitted many designs 
to Remington-Rand and three were finally accepted. 


typewriter ribbons. 


So much for the story behind the package. Equally 
interesting is the story of the package and the packag- 
ing processes. 

In January, 1900, at Bridgeport, Conn., in a four- 
floor factory built specifically for the purpose, the old 
Remington 
Typewriter 
Company 
started manu- 
facturing type- 
writer ribbons 
and carbon 
papers. Twice 
since then this 
factory has been 
enlarged: 
Today its total 
floor area _ of 
44,500 sq. ft. 
represents the 
largest factory 
in the world ex- 
clusively de- 
voted to making 
typewriter 
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THE RIBBON SPOOLING DEPARTMENT IN THE BRIDGEPORT PLANT OF 
REMINGTON-RAND WHERE THE TYPEWRITER RIBBON IS AUTOMAT- 
ICALLY FED TO THE SPOOLS AND CUT 


A FEW OF THE DISC CLOSING UNITS AT REMINGTON-RAND WHERE 
THE WRAPPED RIBBON IS PLACED IN BOXES BY MANUAL LABOR 


ribbons and car- 
bon papers. In 
1929 a _ report 
of the United 
States Depart- 
ment of Com- 
merce revealed 
the fact that 
there were in 
the United 
States exactly 
49 makers of 
typewriter rib- 
bons and carbon 
papers. 

From the 
above figures 
it has been es- 
tablished that 
this plant makes 
a substantial amount of the nation’s typewriter ribbons 
and carbon papers. These figures speak for them- 
selves. Also, they bespeak the finest order of packag- 
ing policies and practices. Remington-Rand packag- 
ing methods have to be of the finest order to keep 
pace with manufacture and distribution. 

C. W. Berry, manager of the Bridgeport factory, 
tells the packaging story as follows: ‘‘Remington- 
Rand typewriter ribbons are made of an imported, 
specially-treated cloth which comes in big bolts, 42 in. 
wide. As we receive this ribbon cloth we deliver it 
for storage on the second floor, adjacent to where it is 
first inspected, wound from the bolt into rolls, and then 
taken to one of two slitting machines where the rolled 
ribbon cloth is automatically slit into the desired 
width. From the slitting machine the ribbon cloth is 
wound from the rolls onto a large drum accommodating 
about 5000 yds. of the cloth. 

“All our ink mixing and grinding, ribbon inking and 
carbon coating is done in the basement, thereby segre- 
gating this 
messy work in 
the lower part 
of the building. 
From second 
floor storage, 
the ribbon cloth 
on its drum is 
brought to the 
basement where 
it is reel-fed to 
one of the nine 
automatic ink- 
ing machines. 
In addition to 
inking the rib- 
bon cloth, these 
units also auto- 
mati- (Continued 
on page 84) 
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Enter the 


By Francis D. Gonda 


the Egyptian pyramids which it re- 
sembles. But the merchandising situ- 
ation which has developed the dis- 
play units illustrated is as new as the 
modern ‘‘set-back’’ type of sky- 
scraper modeled on these age-old 
structures. 
The coming of the chain store, 
with its methods of ‘‘mass-merchan- 
dising,’’ has made other merchants 
aware of the selling effectiveness of 
windows attractively filled with 
quick-turnover packaged merchan- 
dise. Many types of retailers have 
hastened to adopt the idea—notably in 
the drug, grocery and hardware fields. 








Package Pyramid 


Vice-President, Einson-Freeman Co., Inc. 


In one sense, it is somewhat paradoxical to call a pyramid of 
packages an “innovation.” Merchants have known the ef- 
fectiveness of a symmetrically stacked pile of merchandise— 
with perhaps a price-card, or card extolling its merits, attached— 
almost as long as the idea of selling or bartering goods for profit 
has existed. So, in one way, the ‘‘package pyramid”’ is as old as 











Manu fac- 
turers have been 
quick to sense 
the situation. 
They realized 
that the ordi- 
nary type of 
display would 
neither fit into— 
nor, in all proba- 
bility, get into 
such windows. 
But they have 
been confronted 
with this diffi- 
culty: Hand-to- 
mouth buying 
and small stocks 
did not leave the 
dealer much 
merchandise 
with which to 
make a showing 
in the window. 

As for constantly supplying dealers with empty cartons, on 
the one hand, it was wasteful and expensive, and on the other 
hand, the manufacturer had no assurance that they would (or 
could) be properly set up or be as prominent in the window as he 
would wish. 

It was to solve these problems that an ingenious new collapsible 
one-piece unit, called the package pyramid, was devised. To 
start with, it relieves the dealer or salesman of the work of ar- 
rangement. Instead of fussing ten or twenty minutes with a stack 
of light empty cartons that persist in falling over, he tucks in a few 
flaps and, presto, there is a neat pyramid of cartons that can’t be 
told from the painfully built-up stack (Concluded on page 86) 
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Editorially Speaking 


With this issue we wel- 
come those who are at- 
tending the first national 
Packaging Conference, Clinic and Exposition at the 
Hotel Pennsylvania, New York City. To us of 
MopERN PACKAGING, this meeting represents the 
consummation of a cherished idea—an opportunity for 
all of those interested in the many phases of packages 
and packaging work to get together for a serious con- 
sideration of their mutual packaging problems. In 
the past many such gatherings have produced some 
discussion of and reference to the packaging industry, 
but these have been of secondary interest on the 
program or have included only certain groups of equip- 
ment and methods. Now for the first time there will 
be discussed nothing but packages, and all sorts of 
packages. 

On the attendance and interest shown at this first 
meeting will depend the future of any similar con- 
ferences; that is, in so far as the present sponsor, the 
American Management Association, is concerned. 
Our impression is that this organization has spared no 
effort to make the sessions and the exhibition a success, 
and of real value to those participating; it is now up 
to the latter to take advantage of that opportunity by 
observation and constructive discussion. The program 
plans a well-rounded consideration of the important 
factors of packaging, of merchandising as well as of 
the operating pertaining to the assembly of packages. 
And to illustrate each of the points discussed are the 
several exhibits, which promise to include a representa- 
tive group of materials and machines. 

Differing from the average convention, there has 
been no allotment on the program for the usual enter- 
tainment features, and while this omission may be 
disputed by some, we cannot help but feel that the 
inclusion of such diversion would be a mistake. All 
work and no play is a poor rule to follow consistently, 
but at this time, with so many problems that require 
the attention of those who recognize the importance 
of packaging, the ‘‘business before pleasure’’ idea should 
prevail. New York City with its multitude of amuse- 
ments and attractions offers an ample selection for 
those who desire relaxation from the more serious 
business of the convention sessions—those who choose 
may seek and find plenty of diversion. 

Of particular interest will be the sessions on Wednes- 
day and Thursday mornings which will be devoted to 


We Salute the First 


Packaging Convention 
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discussions of individual and group packages. Those 
who have been selected to present the ‘whys and 
wherefores’ of the packages shown are among the 
foremost authorities on package design, and it may be 
expected that their opinions, together with those of 
others participating, will form one of the most valuable 
symposiums that has ever been presented to the 
industry. 

Many exhibitors have been added to the list we 
published in our previous issue, and in its entirety the 
exhibition will present a fairly complete cross-section 
of manufacturers and service organizations who are 
now available to those who package. Limited space 
and the fact that the Chemical Industries Exposition 
has placed earlier demands on several manufacturers, 
who also serve the packaging industry, have precluded 
others from exhibiting, but those attending may be 
sure of an interesting visit. 

In advance, we thank all those who will attend and, 
in particular, those who may contribute to the dis- 
cussions which can bring about a better understanding 
of the functions of packages. It is our earnest hope— 
as already expressed—that this first packaging con- 
ference may be the forerunner of many others to come. 
With packaging already established as one of the most 
potent factors in modern-day merchandising, there is 
every reason why this should be so. 


@ 


Why Not Follow There are still to be found 
Through? some manufacturers of ex- 
cellent products who fail to 

appreciate the sales value of the well-designed package. 
Up to a certain point, let us say, the promotional plan 
for the distribution of these products is unassailable. 
We do not say, mind you, that the plan is complete, 
but each of the several details have been individually 
worked out to a satisfactory conclusion. The product 
is one of quality, distribution among the retail stores 
is adequate and the advertising is well placed in con- 
sumer publications and elsewhere. By means of the 
latter, the urge to buy is started in the home. But 
what has been done to continue that initial effort? 
We assume a package is used, but it is an indifferent 
package—a necessary evil, but everyone uses it and, 
after all, it furnishes a convenient way of dispensing 
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the product. We may even find that the methods 
used in assembling this package are in accord with the 
latest practice and with modern machines. Probably 
not, though, for this indifference to the design of the 
package may be reflected in the manner in which it is 
produced. 

With this assumption we now retrace our original 
plan and consider its effect on the potential purchaser. 
Because of an indifferent package and its consequent 
failure to proclaim the quality which the manufacturer 
knows is inherent in his product, certain statements in 
that particular may be questioned. The dealer, 
appreciating the display value of attractive packages, 
hesitates to give adequate space to them in ‘his win- 
dows, on counters and shelves, thereby further handi- 
capping sales. 

Through advertising alone, then, the manufacturer 
creates a desire to buy. It is, in effect, his initial effort 
to corral sales—an impression created by words and 
illustrations. But is this of sufficient strength to carry 
on? Does the impression last with the purchaser 
when he or she views an imposing array of attractive 
packages in the store, many of which duplicate those 
that have also been seen in advertisements? The 
progressive manufacturer, who is aware of the valuable 
functions which the attractive package performs, will 
answer no to each of these questions. 

The moral is obvious. If it is true that “the eye 
completes the buy,”’ as all successful packagers believe, 
and the package as viewed in the store is responsible 
for many direct sales, there is added impetus to its use 
in other directions—the sales will be proportionate to 
the attractiveness of the design presented thereon. 

Viewing the importance of the package in its true 
light and conforming its design to accepted and pleasing 
appearance can save those sales which are started at 
home but lost at the store. 


® 


We learn of certain instances 
where photographs showing ma- 
chinery installations have been of 
value in determining necessary repairs or changes, 
thereby reducing expense to the user as well as to the 
equipment manufacturer who is called upon to remedy 
whatever is required. It is a simple task to obtain 
a view of the machine or part of equipment in question 
and this is often a sufficient substitute for a lengthy 
description of what is wanted. 

This is but one of many uses that can be made of 
installation photographs. To the equipment manu- 
facturer, of course, such views are always of value in 
his advertising for there is no more forceful way to 
present a sales message by way of the printed page 
than by showing, with convincing photographs, his 
equipment in actual use. Likewise, the user of equip- 
ment may wish to indicate to consumers the care which 
he takes in the preparation of his product, and a photo- 
graph will do the trick. 


The Utility of 
Photographs 





Equipment photographs occupy an important place 
in the pages of this magazine because through their 
reproduction the reader is able to visualize the opera- 
tion or installation which is described. The old Chinese 
proverb, “One picture is worth a thousand words,” 
is not always true, especially where an intricate mech- 
anism must be described, but certainly an illustration 
goes a long way in eliminating an involved description. 


® 


Should our readers be inclined to 
question the marked trend to- 
ward the simplification of con- 
tainers, we would respectfully call their attention to the 
accomplishments of the Division of Simplified Practice 
of the Bureau of Standards. It is of particular interest, 
also, to note that the activities of this division in this 
particular have been the result of voluntary cooperation 
with packers, container manufacturers, distributors of 
products, shippers and carriers. 

Reviewing briefly these activities as they relate to the 
food industry alone, we find that there has been accom- 
plished a reduction from forty or more sizes of preserve 
jars to eight stock sizes; twenty-five to seven jelly 
glasses; from six to four sizes of apple butter jars, and 
from twenty different shapes and sizes of jars for cot- 
tage cheese and sour cream to three. All of these in the 
glass container group. Among the carton group has 
been the reduction of at least one hundred sizes of one- 
pound coffee cartons to two. Standard sizes of cans are 
now reduced to include twenty-seven sizes. To say 
nothing of additional containers such as those for car- 
bonated beverages, ice cream, mayonnaise and other 
items which have been studied in a comprehensive 
manner. 

Were it possible to express in figures the number of 
all types of containers required annually in distributing 
the nation’s food supply that total would be enormous, 
for it is variously estimated that canned fruits, vege- 
tables, meats, fish and milk alone require more than 
seven billion cans annually. 

Operations necessary to such a massive production as 
this constitute no small problem even though these 
operations may be divided among many producers. 
And until we reach that utopian stage where production 
waste is entirely eliminated, there is always an oppor- 
tunity to further reduce manufacturing costs. Added 
to these savings which simplification of containers can 
bring to the latter, there is plenty to be said on behalf of 
the effect of such reduced cost on distribution. 

We can expect the further extension of simplification 
in the package field. Its limitation is bounded only by 
the economies which every good business demands. 


Ke urban. 
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The Progress of 
Simplification 
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Packages in Keeping with 


The illustrations of recent packages presented on 
these pages were selected from a number, all equally 
meritorious from a packaging-to-sell appeal. The 
particular ones favored for this monthly comment, 
however, have to recommend them for reader interest 
one outstanding feature that transcends every other 
consideration. It is an infrequent occasion to be per- 
mitted to show a group of packages, each possessing 
one uniform noteworthy characteristic. Though all 
packages, reproduced on these pages in the past, have 
been excellent examples of the progressive strides 
made in the packaging industry, each possessed one 
individual virtue, which, combined, contributed toward 
the elevation of the packaging industry. 


MODERN PACKAGING 


In these examples it would seem, were it not for the 
indisputable maxim that improvement is always pos- 
sible, that the nucleus of artistic attainment is con- 
tained therein. The fact cannot be disputed, however, 
that from all standpoints, which is also an indication 
that the path has been paved for future travels, these 
samples of recent package thought have reached the 
true heights of fine artistry. In this connection a sec- 
ond factor must not be overlooked—that of the di- 
versity of package materials used: proof that a con- 
tainer is not restricted to any one specific composition 
for the ultimate in package art. 


A sophisticated package for the sophisticates might 
aptly be applied to the new modern container which 
introduces the new Martini cracker by the Loose-Wiles 
Biscuit Co., largely used for cocktails and appetizers. 
The design, without reservation, is absolutely unique, 
depicting in deep blues, blacks and yellows, Times 
Square—America’s great White Way—at its gayest. 
In a band at the bottom of the lithographed container 
is a cleverly executed scene of Broadway’s habitues 
dining and dancing to the strains of a chef’s jazz band. 
Midst all this portrayal of life and color, the brand name 
stands out in white against a boxed red background. 


Exceedingly smart is the package in which Wilson 
Brothers, Chicago, merchandise their men’s garter sets. 
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Merchandising Trends 


The unusual feature of this package is the method of 
applying the transparent cellulose wrapping. Unlike 
other packaged products of this nature, on which the 
transparent cellulose is wrapped only around the prod- 
uct, in the Wilson sets a lithographed wrapper encloses 
the entire bottom of the carton in which nest the garters. 
As the illustration shows the trade mark label is litho- 
graphed in colors in the center of the wrapper. 

These sets come in two grades as reproduced. The 
set-up boxes both incorporate the same color scheme 
and design, though the latter on the smaller package 
deviates slightly in form and position. A striking 
effect has been obtained by the rainbow motif in ex- 
quisite shades of blue, pink and yellow against a dull 
black ground, and monotony has been avoided by the 
use of fine white lines at either end of the design. The 
attractive trade mark label in colors adds a decorative 
note. The lithographed wrappers are from the Shell- 
mar Products Corporation. 


How far removed from any other package for a simi- 
lar product is the container for Kleer Salt, a product 
of the Morton Salt Co., Chicago. In technique and 
color this package clearly demonstrates what can be 
done when a subject is handled properly. 

The color scheme is red and blue, a combination 
which heretofore has been almost religiously avoided 











because of the mediocre effects obtained. In this in- 
stance, however, because of its treatment, it is a shining 
example of perfect harmonization. The background is 
arranged, to avoid an ordinary effect, with a series of 
graduated red lines from a solid red at the bottom to an 
almost white at the top on a white background. This 
is the designer’s interpretation of an early morning 
sky before the sun has come over the horizon. The 
sun-rise motif, in a modern treatment, is used also in 
the trade mark. 

This package is not only unique in its treatment but 
it shatters a theory, almost universally believed, that 
horizontal lines will tend to make an object look smaller. 
The manner in which these lines (Concluded on page 86) 
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Art and Utility 
in Watch Boxes 


By H. L. Tuers 


Gruen Watch Company 


Because individual experiences are entirely different 
and because all think of things in terms of his own 
particular experiences, two people rarely respond to 
the desirabilities of an article of merchandise from 
identically the same impulses. An object may be 
very beautiful in itself—a tapestry, a work of sculpture 
or a bouquet of spring blossoms. But because all 
things are associated with other things from experience, 
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THESE CONTAINERS 
WITH THEIR SMART 
LINES AND COLOR- 
FUL COVERINGS ARE 
DISPLAYS IN THEM- 
SELVES. | THE ONE 
IN THE FORE- 
GROUND IS RE- 
VERSED AND SET 
INTO ITS COVER, 
SHOWN IMME- 
DIATELY BEHIND IT 





enrichment of an imaginative value is added to the 
attractiveness of sparkling crystal by a background 
of fine table linen. A gorgeous jewel possesses its 
own rare beauty but appreciation of its splendor is 
stimulated by its setting against a perspective of 
moving people, satins, perfumes and music. 

A package can lend this imaginative value to an 
article that might otherwise be displayed in a mer- 
chant’s store in an environment totally out of keeping 
with association of things, people and places. If it 
fails to touch individual experiences with the sugges- 
tion of such association, that piece of merchandise must 
rely solely for acceptance upon the cold, calculating 
appraisal of the prospect. And it is well known that 
emotional reactions produce more sales than strictly 
reasoned decisions. 

Jewelry is emotional merchandise. Except for 
the strictly practical purposes of a good watch, jewelry 
and watches are purchased largely to symbolize affection 
for those to whom they are presented. Therefore, 
with essentially the sentimental motive as the prime 
buying inducement, the package for an article of 
jewelry can and should ‘be designed to stimulate 
romantic and sentimental imagination. This has 
more or less been recognized in the past, although not 
perhaps in these exact terms. The old jeweler took 
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THE ARTES Ee 
BEAUTY OF THE 
CONTAINERS 
SHOWN ON_ THE 
OPPOSITE PAGE IS 
CLEARLY EVIDENT 
IN THIS ILLUSTRA- 
TION, WHICH DIS- 
DISPLAYS THEM 
CLOSED 


pains to display his gems and jewelry against a back- 
ground of rich velvet. He realized these needs in 
setting his rare pieces apart to enhance their richness. 
He pictured in his displays the excitement and glamour 
of their presentation as gifts. 

In boxing Gruen watches our first thought is to 
supply this necessary imaginative background. They 
are placed gracefully on silk pads of rich contrasting 
colors, surrounded usually with satin, fine leather or 
other suitable materials. They serve the same purpose 
as the silk cushions used by court pages in carrying 
the jewels and sceptre of the old kingdoms’ courts. 
They enrich the idea of the presentation in terms of 
individual experiences. 

Color, contour and decoration can also be employed 
usefully in producing watch boxes to emphasize line 
and design, or to suggest fine distinctions of suitability 
that would be both difficult and objectionable in 
words. These important factors are understood and 
highly valued by the professional fine case manu- 
facturer. The Star Case Company, of New York 
City, has cooperated closely with the Guild in creating 
and producing a series of Gruen watch boxes that 
are excellent examples of modern, scientific packaging. 

The remarkable narrowness of the new Gruen 
Baguette watches for women, illustrated at the upper 

















left of the photograph, is accentuated by the extremely 
narrow, graceful box, covered in light green leather 
and lined with champagne satin, the ensemble sug- 


gesting feminine daintiness. In direct contrast, yet 
effectively illustrating the range of opportunities is 
the rich, burgundy-red of the Gruen Quadron for 
men, shown at upper right. In this instance the 
case company employed excellent color foil for the 
increasingly popular coin gold, the deep leather being 
essentially masculine, while the generous size of the 
box accents the masculinity of the watch design. 
That the box possesses the secondary value of being 
both a handsome and useful cigarette box, is a plus 
feature that may tip the scales of choice, were decision 
finely balanced between two equally favored watches. 

Smartness and good taste, we think, can also be 
emphasized in box design. So often the diminutive- 
ness of a tiny Gruen watch limits opportunities for 
obvious design, but closer appreciation is invited by 
smartness suggested by the Caliente, illustrated in 
the foreground. The illusion of expectancy can also 
be suggested in a watch box. For instance, the tri- 
angular pig-skin ‘box of the new Gruen Carré—the 
popular continental timepiece that reveals correct time 
as the outer case springs open disclosing a Gruen 
watch at-the touch of a tiny (Concluded on page 86) 
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Packaging for Between Season Selling 


By Paul S. Rumpel 


Increasing the sales unit to reduce selling cost was 
the thought which prompted the creation of the display 
box illustrated above, containing six sets of Parker 
pens and pencils. 

To instill renewed enthusiasm in salesmen who call 
on their customers at regular intervals, with mer- 
chandise which changes but little, sometimes requires 
departures from the regular procedure in selling. 
Fountain pens and pencils are not necessarily seasonal 
in their sales appeal yet it is a fact that these articles 
are purchased more extensively at Christmas time and 
at Commencement. The in-between seasons, there- 
fore, are likely to develop low spots in the sales curve. 

Mother’s Day is now recognized as the second largest 
gift day of the year. Accordingly, the Parker Pen 
Company has seized the opportunity to capitalize on 
this day as an occasion for dealers to feature its pens 
and pencils as an especially saleable item. 

Between season selling is given a real impetus when 
salesmen are given an opportunity to place an attrac- 
tive display in their territories. The dealer in turn 
welcomes this as an added selling incentive and the 
handsome gift package entices the prospective pur- 
chaser. The Parker Pen Company, cognizant of these 
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facts, created the ensemble of six sets of Parker pens 
and pencils. These were displayed most attractively, 
as fittingly as possible for Mother’s Day selling and a 
limited number placed in the hands of salesmen. In 
this manner was the sales unit raised from the possible 
“one-twelfth dozen” to a set of six. 

The prospective purchaser had in this display a 
choice of six distinctive sets and a rather wide price 
range to choose from. Shell pink, gold and black 
was the color scheme and the individual boxes were of 
the reversible cover type. The box at the left of the 
illustration shows the lid in place embellished with a 
handsome metal seal of antique gold, a product of the 
Stanley Manufacturing Co., and tinted with a pink 
lacquer, blending beautifully with the box covering. 
Pink cellusuede was used for the pads on which the 
pens were displayed and for the covering material on 
the boxes. The finishing touch was the employment 
of gold paper beading, a product of Artcote Papers. 

One of the most attractive of the sets included in the 
display was one incorporating an entirely new color 
scheme, of burgundy and black, along the lines of this 
season’s fashionable colors. This color bids fair to be- 
come as popular as the well-known pearl and black. 


























WORCESTER 
SALT 





WORCESTER SALT CON- 
TAINERS HAVE UNDER- 
GONE MANY CHANGES 
SINCE THIS PRODUCT WAS 
FIRST PACKAGED. AT THE 
EXTREME LEFT IS THE FIRST 
PACKAGE. THE PRESENT 
PACKAGES, PURE WOR- 
CESTER SALT, IVORY AND 
IODIZED, RESPECTIVELY, 
SHOW IMPROVEMENT IN 
BOTH FORM AND 
TECHNIQUE 


| Improving Salt Packages for Convenience 


Be 


By Charles H. Dickson 


The slogan of the Worcester Salt Company, adopted 
many years ago, has since then been the actual con- 
verging point for all phases of the company’s business. 
Regardless of the size of any unit which forms a part 
of this vast organization, the slogan, “It Takes the 
Best to Make the Best,” characterizes every part of its 
production. 

The Worcester Salt Company with numerous re- 
markable and progressive episodes forming an interest- 
ing background, was, it can be truly said, a pioneer 
in the romantic history of that familiar and essential 
commodity, salt, in this country. And in this modern 
age, when intelligent progressiveness is the primary 


A BATTERY OF MACHINES AT ONE 
OF THE NEW YORK STATE PLANTS 
OF THE WORCESTER SALT COM- 
PANY, AUTOMATICALLY APPLY- 
ING AND «PASTING LABELS ON 
IVORY SALT CARTONS 


factor in the successful life of any organization, the 
Worcester Salt Company is forging ahead, its slogan 
giving and creating the impetus that has made it one 
of the foremost, if not the outstanding, salt refining and 
distributing organization in the country. 
Progressiveness in this day is synonymous with 
modern packaging and the Worcester Salt Company 
believes thoroughly in this fundamental fact. The 


company is also aware that this modern age is the 
packaging age in which the theory of packaging for 
the convenience of the consumer keeps pace with that 
of production, ultimately satisfactory, for the con- 
Accordingly, the Worcester 


venience of the consumer. 
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A SECTION OF THE WORCESTER IVORY SALT FILLING DEPARTMENT AT 


ONE OF THE NEW YORK STATE PLANTS 


slogan with equal force applies to the design and the 
form of the company’s packages. 

A slogan such as this has behind it, characteristically, 
a driving force that continually calls for activity. Its 
compelling attributes, therefore, constantly demand 
improvement, and such improvements, both in product 


and package, are continuously an integral part of the 
company’s policies. With changing style trends, with 
periodic changes in popular consumer taste, the com- 
pany is keeping in line. And always as part of this 
progressive step is a foresight toward consumer benefit. 

A study of the consecutive packages in which 
Worcester Salt has been marketed gives clear indica- 
tions of progressiveness in this policy. The old method 
of packaging salt in a bag had the 
disadvantages of being clumsy, in- 
convenient and unsanitary. And in 
the production of the first package, 
the company’s aim, therefore, was that 
of consumer convenience. Cleanliness 
and sanitation were its favorable fea- 
tures, but from a handling standpoint, 
its size—four pounds—was so bulky, 
the wonder is how the housewife ever 
was able to hold it in her hand. In 
comparison, the subsequent packages 
are miracles of convenience, and in the 
latest package which has been on the 
market but a few short months, im- 
provement in both size and consump- 
tion methods are noticeable, withal re- 
taining the character of the former 
package. 

A clear picture of the company’s 
upward trend in both packages and 
packaging methods could not be con- 
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veyed without a few words on the 
radical changes that have been effected 
in the packages of Worcester Salt. In 
all there have been nine containers in 
which this product has been mer- 
chandised. In the second the re- 
designing affected color, technique and 
size. The round carton was retained 
but two exceedingly convenient fea- 
tures were added. The first was the 
reduction in size to a net weight 
slightly over two pounds, and a fibre 
pouring tube, which was closed by a 
cork when not in use, was placed 
within the recessed top of the carton. 
A fibre cap covered the top of the 
carton. The color of this package, a 
light orange, was used for the subse- 
quent packages, the redesigning in 
these taking the form of more modern 
lettering, the subordination of the 
trade-mark elephant head and, gradu- 
ally, improvements in the construction 
and position of the pouring spout. 

The latest package of Worcester Ivory and Iodized 
Salt, again incorporating radical changes, gives further 
evidence of the company’s thoughtfulness for consumer 
convenience. The color scheme, which played so 
important a part in the previous packages in obtaining 
recognition for this product was effective and striking 
enough, it was found, to be retained, though deepened 
in shade considerably. The design of the label, 
possessing the characteristics of the former package, 
has been modernized and improved to give it greater 
visibility. The most convenient feature of the new 
package, however, is a specially constructed metal 
pouring spout, making it easy to fill salt shakers and 
protecting the contents of the carton when not in use. 


AUTOMATICALLY SEALING SHIPPING CONTAINERS OF WORCESTER 


IODIZED SALT 








‘ted 

In 
3 in 
1er- 


and 
ned 
ea- 
the 


bre 
the 


rn 


ed 
er 
er 
so 
ag 
1g 
2d 
I, 

e, 

er 


al 
id 





Ste ee Oe eee 


Oe Aa 





The change is astounding when one thinks of the first 
package: twice as large in size, a round fibre container 
with its green printed wrapper, entirely covering the 
container, on which the elephant head trade mark 
occupies every possible inch of space. 

The package of pure Worcester Salt, redesigned at 
the same time, is a seal-end printed carton, also in 
orange and black. Its decorative motif, similar to 
that on the packages of Ivory and Iodized, is a large 
sun-ray design in the center of which is placed a 
Romanesque pennant bearing the brand name and 
company trade mark. 

The Worcester Salt Company in its refineries at 
Silver Springs and Pifford, N. Y., and in Detroit, 
refine, package and sell every grade of evaporated salt 
on the market. Besides the regular table salt which 
is packaged for retail trade, the company sells huge 
quantities to food manufacturers, canners, etc. 

The cleanliness and purity of salt for use in foods is 
so important that every precaution is taken in the 
refineries that no dirt or other harmful substance comes 
in contact with the product. It is essential, therefore, 
that a strict and rigid inspection of all machines is 
made daily. Manual labor is reduced to a minimum, 
automatic operations, both for sanitary and efficiency 
reasons, being uniform throughout. 

Each process in the refining of Worcester Salt—the 
filtering and purifying of the salt brine, the crystalliza- 
tion, the removal of the moisture, the drying, screening 
and grading—is conducted under the most sanitary 
conditions. - For this purpose, up-to-date laboratories 
are maintained at each refinery where necessary 
analyses are made and the salt tested in connection 
with each process in order to ascertain that the product 
is maintained at the highest standard of quality. A 
careful inspection is maintained over the packaging 
operations to insure a salt free from contamination 
after it has been refined. 

A conveyor system, used throughout the refineries, 


REFERENCE GUIDE FOR FANCY PAPERS 


The accompanying illustration shows a convenient 
form of catalog which is issued by Charles W. Williams 
& Co., Inc., 303 Lafayette St., New York City, asa 
ready reference guide to this company’s ‘Tone Line”’ of 
box covering papers. Over two thousand samples, cov- 
ing a wide range of.colors, embossings, decorations, 
patterns and prices are displayed in loose leaf form. The 
center section of each page shows samples of staple box 
coverings such as are used for the every-day box. The 
side sections display the more attractive papers that 
are used on higher-grade boxes. Prices and information 
as to sizes, etc., are printed on each divider sheet, di- 
rectly beneath the samples. The sections can be re- 
moved easily and replaced by turning the screws at the 
top of the sections. It is planned to furnish sheets 
showing new lines as these are added. 








automatically carries the graded salt to bins from which 
it is discharged into automatic weighing scales, and 
thence into bags and paper-lined barrels. 

Worcester Ivory and Iodized Salt are specially 
processed to make them flow freely and packaged in 
standard 2-lb. cartons. These cartons are asphaltum 
lined and moisture-proof, keeping the product abso- 
lutely dry at all times under any climatic conditions. 

The first step in the packaging of Worcester Salt is 
the capping of the fibre cartons with a reinforced fibre cap 
and base which is performed at the rate of about 100 a 
minute. These caps are automatically glued on tightly 
at top and bottom in one operation and the carton is 
ready for labeling. From this point the empty cartons 
travel by conveyor belt to the labeling unit where 
labels are automatically placed on each, proceeding 
then by conveyors direct to the weighing and filling 
machines. An automatic scale accurately discharges 
2-lbs. of salt into each carton through the pouring 
spout provided on the top cap. They then continue 
their travel by a moving belt to an automatic machine 
which applies a sanitary seal over the pouring spout. 

The completed packages then continue by belt to 
the packing table where they are packed in fibre 
shipping containers and placed on trucks for removal 
to the shipping department. 

Packaging in this organization plays a big part in 
the distribution of its product. In fact, quoting the 
president of the company, Lorenzo Benedict, “‘It is, 
perhaps, the most important part of our business. 
It is our aim in designing our packages to accomplish 
that which will be of most benefit to the consumer. 
Our latest package is ample proof of that fact. Our 
product now is so packaged that it will be carried into 
the homes without breakage and with maximum con- 
venience to its consumers. Eye appeal is so important 
a factor in the sale of a product this feature is con- 
tinuously borne in mind. It is given, I might say, 
first consideration in the designing of our packages.’ 
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Package 


Just about the most important 
new trend in the packaging field 
at large is the pronounced lean- 
ing to hybrid packaging. Yet, 
as a matter of fact, the basic 
idea isn’t new atall. By “‘com- 
posite container’’ is meant, not 
an alliance of two or more com- 
modities under one cover. That 
is a story in itself—a story that 
has been graphically told in re- 
peated reports on the progress 
of ‘“‘combination packaging,’’ so 
called. In contrast to the 
merger-package, there has come 
to packagedom even more re- 
cently, the package duality represented by the union 
of two or more packaging mediums to create an 
ensemble more durable, more effective, or more 
beautiful than any lone material could accomplish. 
Yet is the underlying principle of hybrid packaging 
not essentially new. Fresh is it, assuredly, in the daring 
modern exemplifications which have been made possible 
by the advent of certain instrumentalities, notably 
molded plastics. But candor compels recognition that 
an earlier generation of package artists blazed the 
trail for the ‘‘coalition package.’’ In proof that the 
beginnings of this physical cooperation in packaging 
were far back, our oldest readers may recall the days 
when the acme of packaging achievement in the confec- 
tionery field was the overstuffed box in which the car- 
ton was completely upholstered in padded silk or satin. 
As has been said, the arrival of certain new packaging 
mediums—amazingly versatile and adaptable in team- 
play with glass, metal and other traditional vehicles— 
exerted forthwith a subtle influence for the develop- 
ment of ‘‘package alloys,” if we dare nickname them 
so. But, accompanying this appeal to the aesthetic— 
this temptation to cater to the public’s insatiable love 
of novelty—have been potent utilitarian considerations 
which are quite as important. Without waiting to go 
into details it may be declared at the outset that the 
latter-day hook-ups of two or more dissimilar packaging 
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By Waldon Fawcett 


The collaboration of two 
or more dissimiliar packaging 
materials has brought forth a 
new generation of composite 
containers that are producing 
results superior to anything 
that might be attained by 
any single medium in display 
features; re-use value and 

sales appeal. 





Hybrids 






materials are producing results 
superior to anything that might 
be attained by any single me- 
dium. For illustration, we need 
but turn to the most familiar 
example—the tube with a 
molded cap or closure. 

In surveying the rush to 
hybrid packaging, the Federal 
specialists whose business it is 
to analyze new trends in com- 
merce and industry have been 
struck by one circumstance— 
viz., the part that color has 

played in the plot now unfold- 

ing. These specialists are 
convinced that the recently-formed partnerships of 
packaging materials were bound to come in any event. 
But they are likewise convinced that the current de- 
velopment has raced under the spur of the amazing 
awakening of the American public to the joys of color 
in merchandise and in containers. 


By the line of reasoning hybrid packaging has been 
a God-send—yes, maybe, the sole salvation, of certain 
classes of containers. As our readers know, every 
standard type of container has made a brave effort to 
respond to the color call. And the results have been 
dazzling. But, in all frankness, it must be recognized 
that in the case of certain widely used classes of con- 
tainers, surrender to color has not been tooeasy. Take, 
for example, some of the popular phases of glass con- 
tainers. Whatever their longing for touches of color 
in the package, not all users of glass packages are free 
to switch to bottles, jars, etc., made of colored glass. 
If nothing more, considerations of transparency for 
product-display may veto amber or purple glass, for 
all their dusky splendor. In such a dilemma, the 
hybrid package is a joyous escape. By means of a 
base, or holder, or screw top, or other contributory 
member, ample and vivid color is injected. 

Matching the exigencies of the call to color as a 
summons to hybrid packaging is the even more prac- 















~, - = FF oF wm 


Sta ao ae ee 








The Modern Method 
of Cleaning Bottles 





Kiefer Automatic Rotary Blower 


| at high speed 


at lowest cost 


with least trouble 


Compressed air has been used for years by a number of 
bottlers of highest grade products for cleaning bottles. 


The effectiveness of this method is proved by the fact that 
products like white oil, in which the least speck of dirt is 
readily discernible, are filled into bottles cleaned by com- 
pressed air. 


Now there has been developed the new Kiefer Automatic 
Blower for doing this work at high speed. It requires only the 
loading of the bottles on the feed conveyer. (One operator) 


Illustration shows Kiefer Automatic Blower direct-con- 
H | nected to the Kiefer Automatic Rotary Vacuum Filling 
Machine. With one operator bottles are thoroughly 
cleaned, accurately and neatly filled, delivered into capper 
Who or onto conveyor. 


The use of compressed air for cleaning bottles and jars is 
not practical in all instances and our engineers will tell you 
when it cannot be used. For other methods we make a 
complete line of rinsing, sterilizing and drying equipment. 


Write for further information. 
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Direct Connected to 


| Kiefer 18-Stem Rotary Vacuum Filling Machine 


The Karl Kiefer Machine Co. 


Cincinnati, Ohio 


MAY, 1931 


















tical factor of trade mark or trade name display. No 
blinking the fact that many a packer has been, figura- 
tively, between the devil and the deep sea in this mat- 
ter of securing adequate display on the package for the 
buy-word or symbol which is relied upon for identifica- 
tion by consumers and to give direction to earned re- 
peat orders. Not every species of package, by any 
means, will lend itself to the woven-in, blown-in, burnt- 
in, versions of trade mark display. On the other hand, 
a packager may be loath to bespatter his art container 
with stickers or labels. Or to mount such riders for 
display as conspicuously as the trade mark deserves. 
In this predicament there is a refuge in the com- 
panionate marriage which joins a package material 
that is non-receptive to display with another material 
that is capable of all necessary trade mark showman- 
ship, albeit in a dignified, restrained manner. 


This sketchy inventory of the causes of pooled effort 
in packaging brings us to what is perhaps the one 
strongest incentive—the lure of display, in the larger 
sense. Trade mark display, which we have just 
touched upon, is a part of this picture, but only one 
part. Bound up with the larger concept are all the 
ambitions of the up-to-date packager for “‘shelf value”’ 
advantage in window-dressing, facility in package 
recognizability and, finally, for fullest realization of the 
premiumizing opportunities bound up in re-use or after- 
use functions of a convertible container. Just on the 
score that two complementary materials surpass any 
one in eye-catching quality is their argument for the 
display forcefulness of the hybrid. But, on top of that, 
is the persuasion that, under favorable circumstances, 
collaboration in packaging actually glorifies or en- 
nobles the container. The prize examples of this are to 
be found in the perfumery and toilet goods lines where 
containers that are artistic in their own right, have 
been strengthened tremendously in their appeal to the 
senses by bases, pedestal-holders, handles, etc., of 
harmonious materials that serve to conjure a solo- 
setting for the main member. If the packaging al- 
liance can, at one stroke, magnify the package and 
present a vacant seat, that will automatically suggest 
a refill when the original service portion has been ex- 
hausted, the technique of hybridization has indeed 
something constructive to its credit. 

Rash as the statement may appear, the Govern- 
ment’s trained observers of packaging practice are all 
but ready to declare that there is almost no form of 
packaging that may not be improved in some respects 
by judicious recourse to ‘crossing’ of packaging ma- 
terials. If a bystander is inclined to be skeptical, the 
experts at Washington will point to what has been done 
for the cause of carton perfection by the help of the 
new generation of transparent wrapping papers— 
moisture-proof, airtight, germ-and-dirt defying, and 
what not. The instance in point so well shows the 
killing of two birds with one stone. Boxed commodities 
gain in keeping quality, flavor preservation and all the 
rest by the duality in packaging. At the same time 
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it is a rare version of the set-up or folding box that does 
not find increase of eye-appeal in a topcoat—sparkling, 
glistening, smartly tailored in a form-fitting manner. 

Hybrid packaging would have justified itself if it 
did no more than invoke that variety of appearances 
which is the spice of packaging, as it is, proverbially, 
the spice of life. But concerted ingenuity in packaging 
has, in addition, to its credit a notable, if not-generally- 
realized gain in consumer-satisfaction and an exten- 
sion of packaging practice to new spheres. This all 
comes about because the latter-day interchange 
or consolidation of packaging materials has offered 
solution for many of the difficulties that have presented 
themselves when chemical or other action in a product 
has rendered unsuitable the packaging medium that 
the manufacturer would prefer to use or that he started 
in with because prone to follow tradition. 

Now and again, limitations in packaging materials 
have made trouble for the packager. We all know 
how peeved a grouchy citizen may become over so 
small a detail as the appearance of corrosion on the 
closure of a container. In the proprietary field, there 
are instances galore where ingredients of preparation 
have either affected unpleasantly the condition or ap- 
pearance of containers, or have, themselves, been af- 
fected by container materials. Perhaps the havoc 
has been all in appearances rather than in intrinsic 
qualities. But the public has been quick to take 
alarm. Dexterities in hybrid packaging are correcting 
many of these worries. Obviously each case is a law 
unto itself and requires individual treatment. But 
usually the trick can be turned of giving the packer a 
package that will have the outward appearance he 
desires, while at the same time avoiding the contacts of 
receptacles and contents that are disastrous. This 
self-same increase in adaptability through conjunction 
of packaging materials having different properties has 
been the means of converting to consumer packaging 
not a few manufacturers of products formerly sold 
only in bulk because of a fear that no container could 
be found that would carry the product, unimpaired 
in small portions. 


It is an interesting coincidence that the spread of 
combination packaging (or assortment packaging to 
give the practice another name) is sympathetically 
contributing to the trend to hybrid packaging. The 
stimulation will be all the more notable if the food in- 
dustries plunge heavily on the “‘full dinner” packaging 
which is the latest conceit. Entirely logical it is that 
the new inclusive practice of packing several commodi- 
ties under one cover should bring a call for the juncture 
of different packaging mediums if the goods are to travel 
to market in compartment-packages. Unrelated 
products, and even the distantly-related commodities 
that go into the combinations, may well require 
different enveloping materials and modifications in 
package construction for their safe-keeping. Hybrid 
packaging gets around some of the difficulties of pro- 
viding several packages in one. 






The Standardized 


CONSTANT MOTION CARTONER 


Will carton bottles, jars, tins, collapsible tubes, etc., at a speed of 50 to 150 
per minute as may be desired. Direction sheets, advertising circulars 
and corrugated board liners are fed, folded and inserted with the loads. 





The Standardized Constant Motion Cartoner is in principle entirely 
unlike any other. 


It does the highest class of packaging and finishes twice as many cartons 
per minute as was possible with cartoners in use before its advent. 


It will outlast, because of its constant motion principle, three cartoners of 
the intermittent motion type. 


It has fewer parts than any other machine designed for similar work. 
There is no congestion of machinery anywhere. Any part can be instantly 
reached for inspection or oiling. 


No mechanical device could be more efficient than the carton feed, carton 
- former, circular folder, inserting and closing mechanism. They are simple 
in design, positive in operation, and durable in construction. 


Standardization permits construction of Constant Motion Cartoners with 
jigs by mass production methods. Machines 80% complete, made in this 
way, are always on our floors. After an order for a machine is received, the 
unfinished one-fifth can, without haste or slighting, be added in time for 
six weeks delivery. 

The Standardized Constant Motion Cartoner is 

in principle entirely unlike any other cartoner. 


Whatever the nature of your package, the Jones Constant Motion Cartoner 
will turn it out more rapidly and more nearly perfect than any other car- 
toning machine. There is a Constant Motion Cartoner in use near you. 
May we arrange to show you this machine at work under operating 
conditions? 


R. A. JONES & COMPANY, INC. anannitr, Gino 
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Economy might, supposedly, be the last virtue that 
could be claimed for hybrid packaging, because, fusion 
of two or more different materials must, seemingly, 
be more expensive than straight-away construction 
in a single medium. As a matter of fact, cost-saving 
is one of the chief rewards of adventure in package- 
breeding. The economies that are accomplished by 
mixed packaging arise not only from savings on the 
first cost but likewise from savings in the expense 
of handling and transportation. The most familiar 
illustration is afforded by the hybrid packages which 
are so much in favor with cleaning and scouring powders 
and similar household specialties. Here we have a 
carton with metal top or metal top and bottom. The 
composite of tin and paperboard has, from its metal 
heads, the strength requisite in a container that is to 
have hard usage in the kitchen and also the requisite 
carriage for the sifting top. On the other hand, the 
lighter construction in the side walls is lighter in terms 
of tons when the annual output of a large factory is 
considered. Another example of the short-cuts in 
packaging that are possible through team-play in 
fabrication is afforded by these containers wherein 
cellulose acetate molded materials make feasible the 
discontinuance of liners and cork inserts. 


Asked recently by the writer to what he attributed 
the sudden, mounting vogue of hybrid packages, an 
official of the Bakelite Corporation said that he be- 
lieved the current activity in this quarter is due to 
an awakening by packers to the value of contrast in 


package dress. There is, by this executive's view, 
something impressive if not downright startling, in the 
appearance of a container in which exterior and interior 
construction are absolutely different. In the case of 
the glass bottle with a molded top, or the molded 
jar with a cloisonne cover, there is present a sharp 
sense of contrast that finds expression not alone in the 
opposing colors but likewise in the contrast of the tex- 
ture or finish of the material. This force of contrast is 
present in almost all the artistic hybrid packages. 
Take, for example, the fibre cans with metal tops or 
metal ends which are the rage in the powdered drug and 
food field. It would be difficult to conceive of a more 
effective play of contrast than is afforded by a fibre 
can body clothed in colorful paper set over against a 
silver or dull bronze metal top. 

The open, obvious alliances are not the only ma- 
terial-mergers that stand to the credit of the present 
era of composite construction of packages. The 
elasticity of the whole art of packaging has been in- 
creased in a highly advantageous manner by a tech- 
nique which masks one package constituent with an- 
other. Package veneering, this might be termed, 
comparing the new knack of double-layer packaging to 
the practice in the furniture field whereby a thin layer 
of a beautifully-grained wood is superimposed on a 
sturdy but less spectacular body. Necessity has been 
the mother of this branch of invention in the package 
field. Certain products, such as toiletries, cannot be 
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left in direct contact with the newly-exploited syn- 
thetic packaging materials lest they attack the chemical 
medium. Consequently, packagers who were deter- 
mined to capitalize the rich colorings of the new ma- 
terials made a double play by providing a glass bottle 
inside a phenol casein bottle. Here we have a sugges- 
tion, on a small scale, of the structure of the familiar 
thermos bottle but with the principle of duality turned 
wholly to artistic account. 


After all, however, the all but sensational advance 
which has lately been made in the evolution of hybrid 
packaging has been due, beyond all else, to the ener- 
getic research work and the tireless cooperation with 
package users which has characterized the leading 
producers of the packaging materials most in demand 
for composite containers. In fields as far apart as the 
“‘see-thru’’ wraps and the phenol resinoid materials, 
advisory experts have vied with one another and worked 
shoulder to shoulder with packers in developing new 
ideas for the application for the joint use of the mediums 
which can be combined to such advantage. The 
packager’s problems have been taken over by these 
adapters who have stood ready to promise a solution 
for the most complex requirements in package archi- 
tecture and package structure. 

Not the least of the triumphs attained under this con- 
ception of service to packagers has been the solution of 
the problem of tying together articles which it is 
desirable shall be associated in sale or in use. This 
problem bristles at several different levels in the market- 
ing scene. On the one hand, there has been the need 
of display in chorus, in the stores, of the several items 
of a full line, or of a major product and its accessories. 
On the other hand, there has been the need for means 
of assemblage for articles that may advantageously 
be kept together for use in the home or the office. 
Can manufacturers and makers of molded products 
have put forth the needed consolidators for bringing 
together and keeping together the related products 
whether or not sold in ‘‘sets.’”” Display stands, racks, 
trays, fitted cases, etc., have been put forth in infinite 
variety, lately, to carry out the idea of modelization. 
To insure permanency in melting package elements, 
bottles or jars may be constructed to screw tightly into 
a stand or base. Desk sets, manicure sets, and other 
instrumentalities of group merchandising are but free 
translations of the idea of hybrid packaging. 


q 


“Rochester Commerce,” a business and civic maga- 
zine published by the Rochester (N. Y.) Chamber of 
Commerce, in an issue published March 16, features 
the paper box industry. Articles relating to this in- 
dustry are as follows: ‘Container Conscious,’’ by 
Harold A. Cowles, A. B. Cowles Box Co.; “‘The Story 
of Boxes Begins with Machines,”’ by Col. F. K. Knowl- 
ton, vice president, M. D. Knowlton Co.; “Rochester, 
a Leader in the Box Business,’ by Harry C. Stevenson, 
president, Rochester Folding Box Co. 
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LOWE PAPER COMPANY 
RIDGEFIELD.N.J. 
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FOR 25 YEARS 


LOWE PAPER COMPANY 
has been producing 
Clay Coated Folding Boxboard 





Their plant, less than five miles from New 
York City, is the last word in efficiency. 


If you want quality with uniformity,— 
courtesy with real service,—and satisfac- 


tion from your customers,—use 


LOWE PAPER COMPANY 
RIDGEFIELD, N. J. 


THIS INSERT IS 


RIDGELO CLAY COATED BOXBOARD 


COATED BUFF AND WHITE DUPLEX 
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oe --- Each coil of this 
galvanized stapling wire 
is ONE CONTINUOUS PIECE 


One-piece five and ten pound coils of Silver- 
stitch on your stitching machines will speed 
production. You save time through reduced 
loading and threading operations. 


This feature of Silverstitch is but one of the 
reasons why hundreds of firms have switched 
to this modern stapling wire. Another reason 
is its rust-resisting finish. Still another is its 
accuracy in temper, width, and thickness. 


We invite you to try Silverstitch in your own 
plant, without cost. A five pound coil, which 
we shall be glad to send to you free, will dem- 
onstrate its advantages. No obligation on your 
part. We make this offer because it wins new 
friends for Silverstitch. 


ACME STEEL COMPANY 


General Offices: 2840 Archer Avenue, Chicago, Illinois 


Branches in principal cities. 
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A Perfect Package Ensemble 


The psychological fact that appeal to the eye comes 
first is well recognized and exploited by the modern 
package designers. Most arresting are the packages 
in which product and container make a perfect en- 
semble. Usually the harmony of the whole is accom- 
plished by color and design. The package in which the 





Package the Accessory 
for Consumer Interest 


(Continued from page 45) contain six packages of prun- 
ing shears. Orange, blue, green and black is the color 
scheme. 

Perfect Circle 5 is the latest of the five major types 
of piston rings manufactured by the Perfect Circle 
Co., Hagerstown, Ind. This company has for some 
time been giving a great deal of consideration to 
packaging, believing that a durable, attractive and 
successful package materially aids in the sale of mer- 
chandise. Working toward this end, each type of ring 
from this concern is packed in a different colored car- 
ton, and the color scheme worked out not only in the 
packages but in the sales literature and forms. 

The 85 oil-regulating ring both for Ford and Chevro- 
let cars, as illustrated, being the most recent introduced, 
was given a most distinctive color combination. Silver 


and black was selected, proving a fortunate choice, as 
its effectiveness with the geometric forms and sparkling 
appearance completely overshadows other packaged 
automotive merchandise on the distributors’ shelves. 
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same material is used throughout is still 
rare enough to attract instant attention. 

In many cases, it is not always possible 
to accomplish this perfect ensemble. 
With the Cameron Electro-Matonette 
outfit shown at the left, the use of the 
same material, Bakelite molded resinoid, 
for handles and case, was desirable from 
the standpoint of both beauty and util- 
ity. This interesting toilet set consists of 
an electric razor and electric vibrators 
for scalp, face, dental, cuticle, and finger- 
nail. 

In designing the apparatus, handles of 
molded resinoid were decided upon be- 
cause of their insulating ability as well as 
ease of molding and beauty of finish. 
There is no possibility of electric shock 
in the use of either razor or vibrators as 
the metal parts which come in contact 
with the face are not connected to the 
current wires. The electric current con- 
ducted from the line voltage is protected 
by the Bakelite insulation, and the vibra- 
tory motion is mechanically transmitted 
to razor head or vibrator, insuring com- 
plete safety. 

The colors of the handles, red, green, 
blue, purple, mahogany, and black, harmonize with the 
Bakelite molded box and compartment tray. The de- 
sign and finish of the box are particularly attractive. 
A panel is provided on the cover for engraving a name 
or monogram. The wide range of colors will blend 
with any interior decorative scheme. 


Each carton contains a complete set of oil-regulating 
and compression piston rings. As the accompanying 
photograph shows, however, the individual Perfect 
Circle compression rings package is not carried out in 
color scheme and design. This is simply a lavender 
colored tuck-in carton. 
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Drug Incorporated announces the purchase from 
Lewis Brothers, Inc., of Vitalis, the well-known hair prep- 
aration. The purchase was effected out of surplus with- 
out the issuance of any additional stock to the public. 
Vitalis has been assigned to Bristol-Myers Company, a 
subsidiary of Drug Incorporated, and is now manufac- 
tured and sold entirely by the new owners. Additional 
advertising and sales support will be applied during the 
current year to this fast-growing product. By this pur- 
chase, the Bristol-Myers unit handles the manufacture 
and sale of six nationally advertised specialty products 
in the drug field—Ipana Tooth Paste, Sal Hepatica, 
Ingram’s Shaving Cream, Ingram’s Milkweed Cream, 
Gastrogen Tablets and Vitalis. 

















HERE’S TO 
1-R\ CORNERS | 
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O longer need the job be made to fit the 

stitcher. The ingenuity and skill of the 
Bliss organization has produced the BLISS 
PORTABLE STITCHER. 


A twenty-pound, self-contained machine of great 
strength and ability equal to that of a stationary 
stitcher but so designed as to be easily movable 
to the case to be stitched. 


The Bliss Portable is not a substitute for standard 
size machines.... but as an auxiliary it fills a 
long-felt need. 


Therefore a toast to ‘‘tight corners, heavy cases, 
tough jobs and stitcher problems.’’ The Bliss 
Portable is designed to meet the ‘‘unstitchable 
case’’ and stitch it. 


NOT “WHAT’S NEW?” 
BUT “WHAT’S WORTH WHILE?” 


If the Bliss Portable were merely an in- 
novation .... there would be little to 
recommend it. But as a machine long 
needed, as a perfected labor saver, as a 
means of solving hitherto unsolved prob- 
lems .... the Bliss Portable has earned a 
place for itself in every plant that packs 
acarton. And this machine can pack a 
wicked carton. Write and let us talk 
turkey. 


H. R. BLISS COMPANY, Inc. 


Manufacturers of Wire Stitching and Adhesive Sealing 
Machinery for all Types of Fibre Containers 


NIAGARA FALLS, N. Y. 


50 Church St., 608 So. Dearborn St., 
New York, N. Y. Chicago, Ill. 


James Q. Leavitt Co., Harry W. Brintnall Co., 
Ogden, Utah San Francisco, Cal. 
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For Dietetic Products 


The Pharma-Craft Corporation of Louisville, Ky., 
in distributing a sample assortment of its dietetic 
products, makes use of two packages which are, for 
such prcducts, particularly attractive and effective. 


The group shown in the accompanying illustration > 


comprises one of the so-called gift packages which are 
sent to consumers at the request of physicians. The | 
assortment includes two unit packages of Pharma- | 


Craft dietetic flour, one table dispenser of Pharma- | 


attention, due to the effective use which is made of the 
cover paper. The shiny sprinkler top serves to ac- 
centuate the beauty of the package and also indicate 


Craft Sweetener (a sugar-free sweetener having no 7] 


food value), a bread pan and two books of recipes. 


The cartons which contain the flour are top and bot- § 
tom sealed and printed with a yellow background. A 
modernistic panel in brown with white lettering ap- | 


pears on the front of the package as well as on the top 
and bottom, while the rear carries a white panel 
with red and brown lettering, the latter relating to the 
contents. The sides consist of white panels that carry 
brown lettering which conveys promotional information. 

The Sweetener package consists of a laminated 
fibre can equipped with a metal sprinkler top and 
covered with suede paper to match the color of the 
cartons. The printing and the design also follow that 
which appears on the carton. This container is one 


of unusual attractiveness and compels immediate 


Ivanhoe Redesigns Containers 


One of the best recent examples of restyling a pack- 
age without loss of identity is illustrated in the new jars 
of Ivanhoe, shown at the left of the accompanying illus- 
tration. This restyling has been cleverly executed, 
simplicity and harmonization being the keynotes, and 
in one change rather than a succession of minor changes. 
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its utility. The cans are made by the American Can 
Co.; the suede paper is a product of the Keller-Dorian 
Paper Company. 


The label has been re-designed to conform to the attrac- 

tive shape of the new jar, its form, in effect a shield, 

tying-up with the brand name. The color scheme, 

blue, green and red, is practically the same as the old, 

gold being eliminated. The brand name, Ivanhoe, has 

been increased in size, giving it more prominence which 
is due also to the larger - 
area of blue back- 
ground space. The use 
of a deep green closure 
forms an effective con- 
trast against the color 
of the product as well 
as harmonizing with 
the label. Of interest 
is the fact that this jar 
is hermetically sealed 
with a transparent cel- 
lulose liner on the jar 
proper, thereby elimi- 
nating any chance of 
the product getting on 
the cap liner. Though 
the changes effected are 
simple in technique, ~ 
the new package creates 
an harmonious en- 
semble. 




















‘\ / 
| 
MASH 7 


> WRAALI ROAR tet: AL Cote. root 


~ 











4 





(COA s 


Mi lA 


ff 


I 





AI: AARWAT. Fo TAPE 2 BACKED 


a } : ra i} ~ 
Naa Y | Wy D i 


APN jet . 
RA fe 4 


A 


yA Wess yy coh ydtia oy ft 


Sy INORUTT WAIBA: 


Sl’ y  ONHNE (A : ee 


v m a. 
SAIC WON 


LN i 


AIR 3} 


hE f. 


{4 \ | 
if ») > 


is eee oO © Fe 


ERLESS 


Ue AICHE 


NUE AT YOURIK AC 
oh AWE CoC 


a Cd. 


ROL 


AGO, 





| \4 
W 


Nis 
(AS a 


AY 


i ‘/ pa : 














3 Gi De « 


venir gp Prowin 


Tr iin to 




















‘WAXED: PAPERS FOR 
CLEANLINESS AND PROTECTION 


’ Modern Packaging demands visi- 
bility, neatness, plus complete pro- 
tection against contamination. 


AGUALEEN, a self-sealing, trans- 
parent, super-moisture, and grease- 
proof wrapper, assures full-pretection, 
making a neat and attractive package. 


WHITE TRANSEEN is a glossy, trans- 
parent, self-sealing wrapper, for use 
, .in automatic wrapping machines and 


as a carton liner. 


CARTON TRANSFEN is made’ ex- 
pressly for wrapping cartons, protect- 
ing both contents and carton. 


AQLUALEEN—WHITE TRANSEEN 
-. —CARTON TRANSEEN -— in sheets 


or rolls, plain or printed. 


For productshard to package— 
Paraleen bags—plain or embossed, 


printed in 1,2, or 3 colors— 


’ We specialize in waxed papers for— 


Bread, Cakes, Crackers, Cereals, © 
Conta’ Drugs, Meats, Tobacco, 
Hardware, Delicatessen and Dairy 
Products, etc. 


in fact, there isa grade for every nbedl 


Ask’ us to solve your waxed paper 
oa Pie 


NEWARK ‘PARAFFINE & PARCHMENT 
PAPER COMPANY 


: N. M2 “Office: 1071 6th Ave. 


+ we Main Office and Mill: ‘ 
“46 _Jelliff Avenue, Newark, N. J. . 
f Mills Pittston, Pa. 


La 








Packages Styled for Social Products 


Our Colonial period furnishes the inspiration for the 
charming design of the tuck-in, folding carton, shown 
at the right of the accompanying illustration. This is 
the new package for the Dennison Manufacturing 
Company’s Club Napkins. The diamond motif is a 
true reproduction of New England colonial wall paper 





and the tea cups, also, are reproductions of colonial 
pewter cups. The figures in the illustration are typical 
of the period. Flesh pink and white for the diamond 
square motif is a charming contrast for the deep blue of 
the lettering and figures against a white background. 

The new package is considerably more artistic and 


The Widening Space in 
Package Materials 


(Continued from page 44) of resistance for protection 
against alkalis and other materials which might attack 
the enamel on the tube, and more striking colors are 
being used in the modernization of tube designs. 

An article, ‘The New Trend in Closures and Con- 
tainers,’’ which appeared in the March issue of MODERN 
PACKAGING, outlined the progress that has been made 
in the utilization of phenol resinoid and acetate cellu- 
lose compounds. These materials have received en- 
thusiastic acceptance by those who are seeking the un- 
usual and attractive, as well as durability, in containers. 
This group represents one of the newer developments in 
the packaging materials field. 

Other materials, such as transparent wrappings, 
labels and special papers have, due to their improved 
manufacture, received increased attention from the 
packager, and a greater diversity is available for selec- 
tion. There is every indication that there will be con- 
sistent progress in the development of the older as well 
as the newer packaging materials. 
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effective than 
the former 
shown at the 
left. Simplic- 
ity in color 
and design are 
the predom- 
inating fea- 
tures. 

Conveying 
the spirit of 
gayety and 
lightness, both 
in color and de- 
sign, the new 
reverse tuck-in 
carton for Den- 
nison’s C on- 
fetti, shown at 
right, is artistic 
and admirably 
designed. 
Warm, vi- 
brant, exciting color combinations, with illustrations in 
harmonious detail, following the modern treatment, 
make this container an attention getter. , The illustra- 
tions in yellow, blue and purple, dainty in conception, 
strike a clearer and finer note against the bold use of 
purple for the upper part of the container and orange 
for the lower. ‘These boxes are products of the Sample- 
Durick Co., Inc., Springfield, Mass. 


Senninons : 


' CONFETTI yt" 





New Subsidiary of 
Bristol-Myers Formed 


Bristol-Myers Company (a subsidiary of Drug, Inc.) 
has announced the formation of a new subsidiary 
called William Peterman Inc., a Delaware corporation. 
The new William Peterman company bought certain 
of the assets, inventories, accounts receivable, good- 
will, trade marks and patents owned by the former 
corporation known as William Peterman, Inc., a New 
Jersey corporation. 

Under the ownership of Bristol-Myers Company, 
the new William Peterman company will promote the 
sale of Flyosan and various other Peterman products. 
Principal products of the company are Flyosan, 
Peterman’s Discovery, Peterman’s Roach Food and 
Peterman’s Ant Food. 


q 


Du Pont Cellophane Company, Inc., has announced 
plans for the immediate expansion of their plant at Buf- 
falo, N. Y., representing an expenditure of about 
$2,000,000 which will, when complete, result in the em- 
ployment of several hundred additional workers. 
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A clever one-piece 


HE modern sales manager does display stand and 
carton which when 


t k 
not need to be told that better prc yt 
play. Created for 
A. G. Spalding and 


packages and sales improvement go Ses, 


hand in hand. 


He does not need to know where 
he can get these better packages 
without burdening himself with 
bothersome details; where he can 


depend on HIS interests being re- 





garded as prime essentials. 
The Sign of Better Packages 


You, too, may learn of this sort of 


service by the asking. 
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By Francis Chilson 


Consulting Production Engineer 


The purpose of this paper is two- 
fold: to explode a widespread illu- 
sion that hand labeling is neater 
than machine labeling; and to dis- 
cuss the factors fundamental to 
effective labeling by either method. 
The theory that hand labeling is 
better than machine labeling arose 
through an obvious lack of intelli- 
gence in designing labels, and it 
was confirmed by the unnecessarily 
slovenly appearance of so many 
machine labeled products on the 
market. A singular illusion pre- 
vails that the thickness of a label 
has something to do with its 
beauty. How else explain the 


Designing Labels for 
Machine Application 


Successful labeling requires 
that labels shall not be made 
of a porous stock, that they 
shall be made of a suitable 
coated stock not in excess 
of fifty-five pounds, and not 
in excess of sixty if emboss- 
ing isemployed. The surface 
upon which the label is to 
lie should neither be convex, 
concave or oval in more than 
one dimension.- Glue should 
be selected carefully and 
applied as thin as possible. 


ning and a certain amount of intelli- 
gence applied to the design of the 
labels. Once a label has been in- 
telligently planned and executed 
no further attention is necessary; 
all troubles are prevented, and the 
finished product looks neat and 
appealing. Another reason why 
all products should be machine 
labeled is that such labeling costs 
but a fraction of hand labeling. 
What then are the necessary 
factors to be carefully considered 
in designing a label for machine 
application (and that which follows 
applies equally to the design of 
labels for hand operation) which 





pieces of board that pass for labels 

on so many high class products, particularly on toilet 
preparations and perfumes? Since the appeal of a 
label lies in its design and not in its thickness it is 
difficult to understand why some manufacturers per- 
sist in using heavy label stock which cannot be handled 
successfully on machinery, instead of using the same 
design on lighter stock that can be so handled. So 
many de luxe products now on the market have been 
labeled by machinery with splendid results that we 
can dogmatically state that labels can be applied more 
neatly by machinery than by hand. Similarly we can 
state that slovenliness in the design and application of 
machine labels is inexcusable and unnecessary. Re- 
gardless of the retail price of the product, be it only 
five cents per package, it can and should be labeled 
neatly. Contrary to the general impression, a good 
label design costs no more than a poor one. The labels 
on many cheap products appear to have been designed 
by char-women and their general appearance is a 
perpetual reproach to the concerns marketing them. 
The selection of the right paper stock, the arrangement 
of its grain and the neatness of its cutting are all factors 
which vastly improve the appearance of the labeled 
product, while adding absolutely nothing to the original 
cost of the label. All that is needed is care at the begin- 
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will surpass hand labels in appear- 
ance while having the advantage of extremely low 
cost? The answer is: the thickness of the paper stock 
and its nature; the surface upon which the label must 
be applied; the nature and consistency of adhesives 
used, and to a limited extent the equipment employed. 
The paper stock of a label bears considerable rela- 
tion to the surface upon which the label is to lie. 
When the surface of the container is absolutely flat, 
heavier stock may be used but since heavy stock is 
never advisable, it is better avoided. As an example 
of what may be done, the United States Playing Card 
Company affixes a playing card to the outside of each 
deck by means of an automatic straight line labeling 
machine. But the best paper to use for good labels is 
either a super-coated litho or calender of between 
fifty and fifty-five pounds. If embossing is absolutely 
necessary to the design then a stock of five or ten 
pounds heavier may be used. But paper stock for 
labels, whether embossed or not, should never be 
more than sixty-five pounds. Care in the selection of 
paper stock cannot be over-emphasized; if a soft 
porous paper is selected it will absorb the moisture in 
the adhesive and cause the label to pucker on drying. 
The grain of the paper should run across the label, 
or in other words it should follow the printing. The 














THE COLTON CLOSURE WILL PAy You 


No more clips to buy 
No clip stock to carry 
No clip wastage 
No clip corrosion 
















No stops to replenish clip rolls 
No maintenance expense on automatic 
clipping heads 





Continuous production 
Reduced overhead 
Better appearance 
Added security to contents 





THE Colton Closure is a new method of sealing a collapsible tube, elimi- 
nating the clip entirely and giving a more decorative appearance with 
greater security to the contents. 


It is completely formed on the new Colton Automatic Tube Fillers by 
making the two usual double folds, making a third fold in the reverse 
direction, and then securing and giving more rigidity to the folds by 
corrugating the folded end. 


The Colton Closure is an investment which pays you dividends immediately, 
through savings in time, labor, and material. 


Write for a sample tube and full information on our new machines. 
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DESERVING OF GOLD MEDALS 





HE choicest materials, the most modern and scientific methods and equip- 
ment are employed by the France Milling Company, Cobleskill, New York, 
in the production of their products. 


It goes without saying that Stokes & Smith tight-wrapping equipment plays a 
prominent part in their production. The tight-wrapped package is an indica- 
tion of a quality product. 





Stokes & Smith Tight-Wrapping Machine installed at France Milling Co., taking 
the production from two filling and sealing machines. 


Write to Us Regarding Your Packaging or Filling Requirements. 
FILLING MACHINES @ CARTON SEALING MACHINES @ WRAPPING MACHINES 








STOKES & SMITH COMPANY 


PACKAGING MACHINERY 


FRANKFORD, PHILADELPHIA, U. S. A. 
LONDON OFFICE—23 GOSWELL RD. 
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Red... White... and Blue . . . famous the world 
over .. . advertising our Country . . . our people 
...our products. Color means everything in a 
package. Heekin Lithographed Cans are made 


more beautiful because Heekin makes, grinds, and 








blends.its-own color. May we help you select the 
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proper colors for your package. The Heekin Can 
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reasons for this are many. The strain on the label in 
application comes across the label as the wipers go, 
hence the grain must be arranged to resist that strain. 
If the grain goes the other way, that is lengthwise, the 
label has a tendency to curl back from the container 
before it sets or, in the case of wrap-around labels, from 
the flaps. This tendency is accentuated on round 
containers. Another reason is that labels, particularly 
those glued all over, are likely to split if the grain does 
not run in a manner to resist the strain. Still another 
reason is that the labels will split, crack or wrinkle 
when the applicator forces.them through the slot in the 
picker plates. This is particularly true of semi-auto- 
matic labeling. Moreover, when the grain does not 
run across the label it has a tendency to hump in the 
center. 

When paper stock of more than fifty-five pounds is 
used the label is too springy and also has a definite 
tendency to curl away from the container before the 
adhesive can set. Metal, foil and highly coated papers 
should be avoided because all will mark or crack. 

A common error sedulously to be guarded against is 
the specification of one weight of paper stock for various 
sizes of containers. The smaller the container the 
lighter should be the stock used. This is particularly 
true of containers either round or with curved labeling 
surfaces because the smaller the label of a given paper 
stock weight the greater will be its tendency to spring. 
The factors governing the proper stock for different 
sized containers are the size of the label and the kind 
of surface to which it is to be applied. So much for 
paper stock per se. 

Embossing should always be avoided if at all possible. 
But when it is employed it should be shallow and evenly 
distributed over the surface of the label. Deep em- 
bossing tends to lock the labels together in the maga- 
zine so that the adhesiveness of the glue is not powerful 
enough to detach them. To offset this the printer 
should be instructed to make the embossing both 
shallow and with rounded edges. If the embossing is 
put all in one place the label pack will hump at that 
point and will seriously retard production. If em- 
bossing is employed along the edge of the label it should 
be back from it at least a sixteenth of an inch so that 
the edge will not stick up. Edge embossing prevents 
the glue from coming down to the very edge of the label. 
If the label is of the wrap-around variety the embossing 
should never extend out upon the flaps if crooked label- 
ing is to be avoided and an effective seal obtained. 

All labels should be die-cut to avoid ragged and 
tapered edges which hamper production by forcing 
continual adjustment of the labeling machines. Small 
labels should be cut face up so that the slight curve will 
arch away from the edges and upward instead of 
bulging downward in the center. The reason for this 
is that a downward bulge in the center of the label 
pack tends to throw the edges of the labels away from 
contact with the pickers with the result that the very 
edges have no glue or at least an insufficient amount. 
It is vitally necessary that the extreme edges be well 
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glued if the label is to lay smoothly without curling 
back or fraying. 

When broad areas of solid color are employed in the 
design the inks used should not be susceptible to attack 
by the glue and the labels should be thoroughly dried 
or cured before use. Avoid all colors that will rub or 
smudge. This is particularly true of very highly coated 
foil or bronzed papers. Blacks or browns on silver or 
gold are apt to smudge and are very likely to crackle 
in a manner that will cause a criss-cross of fine lines 
through the solid color areas. 

Labels should come from the printer neatly packaged 
in bundles of a size containing the exact amount that 
the particular label magazine will hold. They should 
never be tied with string. Small cartons made to fit 
each size are best. 

So much then for the label and its design. 

The surface upon which the label is to be applied 
should neither be convex, concave or oval in more than 
one dimension. Some manufacturers appear to think 
that they can label the apex of a pyramid! One is apt 
to condone the idiosyncrasies of the toilet goods in- 
dustry in which the margin of gross profit is sufficiently 
large to permit considerable leeway but when the manu- 
facturer of a famous ketchup uses a bottle, the neck of 
which is so designed as to necessitate soaking the labels 
in adhesive and shrinking them on by hand, it is 
enough to revise one’s notions of American efficiency. 
Containers can be made any shape at all provided the 
labeling surfaces observe the foregoing limitations. 

Machine glues should be carefully selected in co- 
operation with the machine maker and the glue maker, 
both of whom must be provided with samples of the 
containers and the labels to be placed on them. In 
general the thinner the application the more successful 
will labeling be. The weight of the paper stock and 
the nature of the surface of the container to which the 
label is to be affixed govern the type of adhesive used. 
Since adhesives are affected by climatic conditions at 
the point of labeling two formulae should be used: a 
summer formula and a winter formula. Many manu- 
facturers experience difficulty because of failure to 
observe this precaution; they buy enough adhesive at 
one time to last for a year or they buy without speci- 
fying which formula they need. 


q 


Robert Gair Company has been granted exclusive 
license under the Papendick patents to manufacture 
and sell paper bread trays for wrapped, sliced bread in 
the New England States, New York, New Jersey, Dela- 
ware, Pennsylvania, Maryland, West Virginia and part 
of Virginia, it was announced recently. The Papendick 
patent No. 1,722,338 was recently upheld by the United 


States District Court at Joplin, Mo. There are no re- 
strictions on the license granted to the Gair company 
except existing contracts between Papendick and indi- 
vidual bakers in this territorv. 











MAKE YOUR OWN CELLOPHANE CONTAINERS} 
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OU can now make your own cylindrical Cello- 
phane containers by machine. 


The Smack Packaging Machine makes a double 
walled transparent cylinder container preformed by 
the machine with one end tightly compressed into 
an arched indentation. The side seam is sealed by 
adhesive and a circular board cap, or other method 
of final closure may be employed. It is fed from 
roll stock at a considerable saving over sheet stock. 


The Smack Packaging Machine equals the hand 
work of twenty-five girls. Only one girl operator is 
necessary to turn out as many as 3000 containers an 
hour in the smaller sizes. The package made ranges 
from 114" to 314” in diameter and from 2” to 10” in 
length. 


The Smack Packaging Machine may be purchased 
outright on convenient terms, or may be leased. 
For further particulars, write— 








SMACK CORPORATION 


295 MADISON AVENUE, NEW YORK 
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New Styling Evidenced in Packages for Garters 


Two ex- 
amples of 
modern styling 
in men’s garter 
packages are 
shown in the ac- 
companying il- 
lustration— 
one, an “open 
pack” which is 
a deviation from 
the regular 
boxed _ garters, 
and the other 
an attractive 
set-up box 
which contains 
a de luxe garter. 
In each the gar- 
ters are at- 
tached to an 
embossed metal 
foil-covered dis- 
play card which 
carries the trade 
name in black 
type, ‘Boston 
Garter.” 

The “pack” 
is wrapped in 
transparent cel- 
lulose and 
twelve of these 
are shown in a display box which is covered with a 
band of embossed metal foil that carries black lettering 
and modernistic decoration. The base of this box as 
well as the upper edge is covered with a black imita- 


Spirit of Bon Ami in Package 


(Concluded from page 36) up of its dress. It is already 
a foregone conclusion that the package will be as 
enthusiastically welcomed in every household as it has 
been already by the dealer. Housewives will be eager 
to snatch this opportunity of eliminating an awkward 
problem. No longer need they fret and fume at the 
offending but essential bathroom cleaner that strikes 
the false note in an otherwise faultless decorative 
scheme. No longer need they crane their necks in 
search of that elusive nook where its unsightly appear- 
ance will be securely hidden. 

In attractiveness and display value the ‘“Bon Ami 
de luxe Package for Bathrooms’’ will dominate in eye 
appeal and consumer interest when shown on retailer's 
shelves. In the illustration its dominant characteris- 
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tion leather 
paper. A dis- 
play card which 
can be seen in 
the illustration 
is also in silver 
and black. 

The boxes 
containing the 
individual gar- 
ters are covered 
and lined with 
Artcote paper in 
a dull silver. 
On each cover 
is printed in 
raised _ letters 
the name ‘‘Bos- 
ton Garter,” 
which occupies 
the center of an 
attractive geo- 
metrical design, 
also in black. 
The combina- 
tion of black 
and silver is not 
only most at- 
tractive but im- 
parts a quiet 
dignity to the 
package which 
is in keeping 

with the fine quality of the enclosed product. 

Boston Garters are manufactured by the George 
Frost Company, Boston, and the boxes are produced by 
the Cambridge Paper Box Company, Cambridge, Mass. 


tics and artistic conception are clearly evident. 
Prominence is given to the brand name by its employ- 
ment in red, an effective foil against the chic black 
background and gold geometric design. This is a 
lithographed label entirely covering the sides of the 
container. For added eye-appeal and protection of the 
product, transparent cellulose is used as an outer 
wrapper, heightening the intensity values of the strik- 
ing color scheme. A brass metal closure covers the 
sifter top when not in use. 

This package does not replace either the familiar 
Bon Ami cake or the regular Bon Ami powder. Its 
function is primarily the stepping-up of an evil neces- 
sity in the bathroom. Designed because of an over- 
whelming demand for such a container, it is evident that 
it will open up an entirely new market for the product as 
well as arousing new interest in the regular Bon Ami. 
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Mm Are You Getting Transparency Plus 
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This unusual, transparent ma- 


terial, when further enhanced 
by a Shellmar Multicolor de- 
sign, equal in Quality, Ap- 
pearance and Eye Appeal to 
your product as well as the 
sparkling wrapper itself, has 
solved the sales problems of 
hundreds of prod- 
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Packaging? 


cluding silver or gold, or a 
simple one color design proc- 
essed on either Plain Trans- 
parent or Moistureproof Cel- 
lophane, Shellmar offers indi- 
viduality to your package 
which will bring it preferred 
display position and increased 
sales. 
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Send us samples 





The employment of 
only skilled artisans 
and craftsmen, as 
well as the use of 
the finest special 
equipment obtain- 










of your products 
today. 

Convince yourself 
through the color 
sketch and quota- 
tions which will be 








able, has made Shell- 
mar Quality the stan- 
dard of perfection. 
Our entire Package 
Development and 
Art Department staffs are at 
your disposal, without obli- 
gation. 

Whether you desire an intri- 
cate five color combination, in- 














Sample tipped on with Scotch Cellulose tape. Full information on request. 


sent you promptly, 
of your opportuni- 
ties when you help 
your product sell 
itself by giving it 
the benefit of Transparency 
plus Multicolor by Shellmar. 
Write Shellmar Products Com- 
pany, 3501 W. 48th Place, 
Chicago. 


















\ 
/ 


iy 


In Your 


This unusual, transparent me- 
terial, when further enhanced 
by a Shellmar Multicolor de- 
sign, equal in Quality, Ap- 
pearance and Eye Appeal to 
your product as well as the 
sparkling wrapper itself, has 
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Are You Getting Transparency Plus 


Packaging? 


cluding silver or gold, or a 
simple one color design proc- 
essed on either Plain Trans- 
parent or Moistureproof Cel- 
lophane, Shellmar offers indi- 
viduality to your package 
which will bring it preferred 
display position and increased 
sales. 
Send us samples 
of your products 
today. 
Convince yourself 
through the color 
sketch and quota- 
tions which will be 
sent you promptly, 
of your opportuni- 
ties when you help 
your product sell 
itself by giving it 
the benefit of Transparency 
plus Multicolor by Shellmar. 
Write Shellmar Products Com- 
pany, 3501 W. 48th Place, 
Chicago. 


PD CIAT.I CY) IN Care Qe 
Lx EPATIONS 1.0 ten OCS lal 





Sample tipped on with Scotch Cellulose tape. Full information on request. 





Color... 


A modern trends in Cello- 
phane packaging move toward 


Color. It attracts the eye, insures 











permanent identification, and regis- 


ters an indelible impression on the 


Consumer Mind. 


Increased sales are the inevitable 


result. 


Multicolor by Shellmar is providing 
these advantages to hundreds of 


packages today. 


Send for specific information in con- 


nection with your own products. 


SHELLMAR PRODUCTS COMPANY 
3501 W. 48TH PLACE - CHICAGO 
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FILL IN THE 
COUPON BELOW 


ELLING packaging materials, supplies 

and equipment to users of packages has 
always been a pretty big problem—that is, 
until this booklet came out. 


It's easy now. This booklet will show you 
how to sell to those who sell with packages. 


K R F S K | N & c: — A R | t O N The right methods, suggestions and ideas in 


this booklet are invaluable. Fill in the 


PUBLISHING CORPORATION coupon below and mail it back. 
11 PARK PLACE NEW YORK, N. Y. 


PLEASE SEND ME A COPY OF “SELLING THOSE WHO SELL 
WITH PACKAGES"—FREE 





The House a Package Helped to Build 


(Continued from page 39) but at the same time makes 
certain that the packaged biscuits are not out of 
line. Here the operation consists of two motions. 
As the packages are automatically fed to the closing 
machine, a finger, operated by air pressure, places a 
printed insert into the package; another operation 
closes the top of the carton. The cartons closed, 
they travel on a wide moving belt to another operator 
who drops them into a chute connected with the wrap- 
ping machine. They then continue on their way to the 
final individual step where, in three operations, the 
lithographed wrappers are placed around the cartons, 
the flaps turned in and the company seals pasted on 
the ends. 

The ‘‘perfect biscuit’’ is now in the ‘perfect package’”’ 
and ali that remains to be done is the bundle wrapping. 
Again on a moving belt the packages continue their 
travel to an automatic packer which receives them from 
three belt lines in groups of twelve, wraps them in a 
plain, unprinted wrapper and seals them with the 
familiar ‘‘Uneeda Bakers” label. The final operation 
completed the bundles travel on a short moving belt 
to a table where an operator lifts them off and places 
them on a truck for the shipping department. 

Many of these automatic operations are performed 
at the rate of sixty a minute and, as previously stated, 
since packaging keeps pace with production, and dis- 
tribution keeps pace with packaging, the packaged 
product when ‘stacked in freight car or motor truck 
often retains much of its baking heat. 

It is essential that the least necessary time should 
elapse between the baking of all products and the de- 
livery to dealers if the biscuits are to reach the con- 
sumer fresh and, therefore, palatable. And though 
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this is accomplished, the company does not feel that 
its entire duty to the consumer has been fulfilled. Sus- 
tained efforts, accordingly, are made toward the end 
that dealers are not over-stocked. In this way, con- 
sumers are assured of complete satisfaction with a 
resultant increase in sales on the part of the dealer. 
From an economic point of view the Uneeda Biscuit 
package, and hence others from this house, leaves noth- 
ing to be desired. It is a basic fact that the ratio of 
package costs must be in proportion with production 
costs, both, indisputably, dependent on the price ob- 


tained for the product. Herein lies a fundamental fact - 


that, in no little way, was the second successful ac- 
complishment of the company at the time of its forma- 
tion. The first was the evolving of the package which 
proved not only the cornerstone of the National Bis- 
cuit Company but, actually, the ancestor of all food 
packages. And the decision made at that time—to 
market a product in a low-priced package—has never 
been changed, even in the face of rising wage scales. 
Persistent, effective advertising, backed by an article 
which filled a real want, steadily increased sales and, 
correspondingly, production, until the annual output 
reached hundreds of millions, so that the company was 
able to maintain the low popular retail price, making 
the package a profitable one. 

The company is constantly making efforts to im- 
prove their products and packages, believing that what 
was best yesterday is not always good enough for today. 
The increasing demand for improvement, for accurate 
foresight in preparation, to satisfy the changing 
popular tastes are factors always in the foreground. 

In conclusion, the National Biscuit Company takes 
pride in the assurance that it well serves a purpose which 
is beneficial to humanity, whose need for health-giv- 
ing, wholesome and palatable nourishment is thus met. 


THE ILLUSTRATION AT THE RIGHT 
SHOWS THREE EXCELLENT EXAMPLES 
OF PACKAGING WORK FOR TEN-CENT 
ITEMS. OF INTEREST IS THE FACT THAT 
THE SAME LITHOGRAPHING PROCESS 
WAS USED ON THE THREE DIFFERENT 
TYPES OF CONTAINERS—A_ SET-UP 
BOX, METAL CONTAINER AND ON 
THE LABEL OF THE GLASS BOTTLE. 
THE COLOR SCHEME IS ORANGE, 
GOLD AND BLACK, A STRIKING BACK- 
GROUND FOR THE EFFECTIVE MOTIF. 
THE BOX COVERING AND LABEL ARE 
PRODUCTS OF ARTCOTE PAPERS, INC. 
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THIS IS A SAMPLE OF 


MULTI- COLOR PLAID 


FROM THE RESEARCH DEPARTMENT OF THE HAMPDEN MILLS 


BOX MAKERS WHO ARE AWAKE TO THE CHANGE IN FASHION WILL 


WELCOME THIS NEW CREATION AS COMBINING TWO. UP-TO-THE- 


MINUTE QUALITIES, A BRIGHT GLAZED SURFACE AND A PLAID DESIGN. 


IN ALL THE FIFTY YEARS OF THEIR EXPERIENCE THE HAMPDEN MILLS 
HAVE NEVER SUCCEEDED IN DEVELOPING A FINER NOVELTY BOX 


PAPER TO MEET A POPULAR DEMAND. 


THE OPPORTUNITY IS HERE 
WRITE FOR THE VIVID ASSORT- 
MENT OF MULTI-COLOR PLAIDS. 
MAKE UP TRIAL BOXES AND 
SHOW YOUR PROSPECTS WHAT 


IS NEW IN BOX COVERING. 


HAMPDEN GLAZED PAPER 
AND CARD COMPANY 


HOLYOKE, MASSACHUSETTS 














HESE cases, with striking simplicity of design and fine 

hand tooled leather surfaces, emphasize elegance and 
quality. We offer you intelligent cooperation in the 
development and production of a package in perfect key 
with your product. 





Tee 


STAR 
CASE CO 


250 EAST 43°92 ST., 


NEW YORK 
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Powder Boxes for Typewriter Ribbons? 


(Continued from page 50) cut off the cloth at 1500 to 
1600-yd. intervals. The nine inking units can accom- 
modate 40,000 yds. of ribbon cloth daily. 

“From this basement inking department the inked 
ribbon cloth on its reel is carried to the third-floor 
inked ribbon storage department, from which it is 
issued to the ribbon spooling department where the 
cloth passes through one of 23 automatic ribbon spool- 
ing machines that winds the ribbon cloth from its 
large reel onto the typewriter spools and at the same 
time automatically cuts off the ribbon at the desired 
length for each typewriter spool, usually 12 feet. 

“The operators at these 23 spooling machines put the 
finishing touch on the manufacture of typewriter 
ribbons by fastening the loose end of the ribbon to the 
typewriter spool and giving the ribbon a final inspec- 
tion. The ribbon is now ready for packaging. 

“The finished product—the slit-to-width, cut-to- 
length, inked and spooled typewriter ribbon—is next 
taken to the new automatic ribbon wrapping unit (a 
machine but recently developed by Remington-Rand 
in this factory) which wraps aluminum foil lined with 
wax paper around the ribbon at the rate of 1800 per 
hour. 

“The disc type ribbons are taken to the boxing 
department and to one of the 12 hand-operated 
closing machines—units likewise developed in Bridge- 
port and made in our Ilion plant. These hand- 
operated units place the wrapped ribbon in its powder 
box and then close the box around the ribbon. An 
operator at one of these disc closing units will en- 
close at unusual speed. The wrapped and boxed ribbon 
is now hand-packed one dozen to the carton and as 
many cartons as ordered to the shipping case for world- 
wide distribution.” 

All machinery used throughout in the manufacture 
and packaging of Remington typewriter ribbons is 
machinery conceived, designed and specifically de- 
veloped by Remington-Rand for the purpose. 

In the Bridgeport plant the domestic and foreign 
shipping departments are separated and the domestic 
shipping room is further broken up into separate sec- 
tions, each section serving a particular territory of the 
country. This departmentalization not only saves 
shipping time, labor and money but also eliminates all 
possibility of confusion and mistakes in shipping as 
well as duplication and overlapping of territorial 
shipments. 

Remington-Rand is packaging two of its standard 
ribbons—Remrandco and Paragon—in powder box 
containers. The Remrandco ribbon, Remington- 
Rand’s aristocratic dollar ribbon, is appropriately 
presented in a dignified powder box portraying a hoop- 
skirted lady in old rose against a boudour background 
of gray. Paragon, the seventy-five cent ribbon, ap- 
pears in a powder box whose background presents a 
most modernistic chipped gray against which the bril- 
liant blue lettering and trade mark stand forth boldly 
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with the ensemble held in by the same brilliant blue 
border. The Regal, cheaper in price, keeps to the 
modernistic milieu with its cover showing a rich blue 
segment cutting sharply into the black background 
and with copy and trade mark in orange and white 
lettering. 

The new powder box typewriter ribbon packages are 
being advertised in four ways: national business 
magazines (System, The Purchasing Agent, and The 
Bankers Service Bulletin); preliminary market testing 
by sampling in certain chosen territories; by window 
displays in Remington-Rand branch stores throughout 
the country; and last but not least through the medium 
of the Remington-Rand house organ, Rem Rand Notes, 
with its free distribution of 100,000 copies. 

The “pull” of a pretty package was proved graphi- 
cally in figures through this house organ exploitation 
of the new container. An advertisement was run in 
the house organ, an advertisement that played up only 
one point: the sheer beauty of the new container for 
the Remrandco ribbon, the dollar ribbon. Many 
typists are unaware of the value of a dollar but, re- 
markably, many single Remrandco ribbons were sold 
through the missionary work of this one lone house 
organ advertisement at $1.00 that stressed but one 
talking point: the beauty of the box. 


Packaging Daintiness in Writing Paper 
(Continued from page 40) the right follows the lines of 
Early American wall paper with its dainty colorful 
blossoms against a beige ground. 

And in the smaller container illustrated in the fore- 
ground, this floral decorative note is given a touch of 
piquancy by its employment not on the container but 
on the flap of the envelope. Here the ensemble prin- 
ciple is evident as the Dotted Swiss design is used as a 
ground for the motif. 

Each of the boxes contain a neat assortment of pape- 
trie. The ensemble was designed by Miss Amy Dreven- 
stedt in cooperation with the Whiting Paper Co., New 
York, and the C. R. Whiting Co., Inc., Newark, N. J., 
who furnished the paper. This was specially designed 
and colored to make the attractive ensembles. These 
boxes have thus far been on sale at Lord & Taylor, New 
York, where their extreme popularity proves that a 
well-designed and carefully planned box, covered with 
an individual style of paper, always has its place in 
public demand. 


q 


The sales promotion bureau of the Fabrikoid Di- 
vision of E. I. du Pont de Nemours & Company 
announces a wide variety of interesting textures, colors 
and designs of coverings for boxes, which may be re- 
used after the original contents have been removed. 
Some of these are in printed effects, some lithographed 
in old prints, some airbrushed, some in rich, satiny 


textures—and all containing important requisites of 


style, durability and ease of cleaning. 
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200 NEW PAPERS 


Different - Brilliant 
Entirely New Modes 


to be added between now 
and November to 


AMERICAN BEAUTY 
PAPERS 


If you are not on the mailing list you will 
miss the pre-showing 


C. R. WHITING CO., Inc. 


281-287 New Jersey Railroad Avenue 
NEWARK, N, J. 




















SHIPPERS! gm fULLY AuTomaric 


TAPE-SEALER 


FOR CONTAINERS— 


MODEL A-100 


AVOID— LABOR COST—IMPERFECT SEAL—WASTE OF TAPE 


This machine in all its models and sizes, automatically applies, measures and seals in compliance 
with the rulings of the Classification Committee. 

Manufactured in three models: (1) Top Center Seam Taper, (2) Top and Bottom Center Seam 
Taper and (3) Top and Bottom End Seam Taper. 


Au MODELS GUARANTEE— 


1. Perfect bond centered over seams 
2. Moving carton operates taping mechanism 
3. Size of carton automatically regulates length of tape application 
4. Top and bottom taping in one operation, without inverting carton 
5. Seams held firmly together during tape application 
6. All models instantaneously adjustable for height 
7. Gummed tape is cut dry above the moistening brush 
8. Speed may be regulated to suit production requirements 
9. No additional equipment required 


Approximate Dimensions—Length 6 feet—Height 5-1/2 feet—Width 3 feet-—Weight 1000 Ibs. 


CONTAINER MACHINERY CORPORATION 


Manufacturers of Automatic Tape Sealing and Special Machinery 


88 E. Kinney Street 
Tel. Mulberry 4-5405 NEWARK, N. J. 
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Packages in Keeping with Trends 


(Continued from page 55) are handled, however, gives 
this package an optical advantage in size. 


Both in design and color the new package for the new 
product, ‘‘Tiplets,’’ by Joseph Tetley & Co., Inc., New 
York, is distinguished and unusual. It is particularly 
so, considering other packages for similar products. 
A more striking color than orange could not have been 
selected for the background of the green tea leaf and a 
contrast for the black and grey modernistic motifs at 
each corner. The entire effect is one of pleasing 
harmony which for eye-appeal will do much to obtain 
consumer popularity for the product. The package is 
wrapped in transparent cellulose, increasing the in- 
tensity values of the colors employed. 


Blue and ivory is the color scheme for both tube and 
carton of the new S.T. 37 tooth paste, a product of 
Sharp & Dohme. The appeal of this package rests 
entirely on color as no decorative motif whatsoever is 
used. It is simple almost to the point of plainness, its 
relief effected by the deep border of color at top and 
bottom. The same shade, termed Copenhagen blue, 
is used on the phenol resinoid closure. 


Luxurious in appearance is the container for D’Or- 
say’s Duo face powder, illustrated at the lower left. 
The richness of the taupe velour paper covering is em- 
phasized by the use of silver metal foil, casting a re- 
flection of rose, on the top of the container, which is 
embossed with the company’s royal trade mark. 
Unlike most powder boxes, this container, for milady’s 
convenience, has a hinged top, on the inside of which 
appears the company name. 


Art and Utility 


In Jewelry Boxes 


(Continued from page 57) button. Requiring some 
dexterity to solve its secret method of opening, the 
box itself suggests the ingenuity of the Carré watch 
itself and emphasizes the delightful surprise of the 
recipient. 

Then there are very practical purposes that a box 
for a fine watch must serve. Its velvet and papered 
interior serves as protection both against shock and 
abuse. Last, but by no means least, is the considera- 
tion of the jeweler in whose hands the ultimate sale 
rests. Quite naturally he will place forward in his 
windows and showcases those articles in which he 
takes the greatest pride. Good, dependable mer- 
chandise effectively presented in a fine box of tasteful 
and appropriate design find the line of least resistance 
in recommending itself for feature display purposes 
by the retailer. ¢ 


Karl Kiefer, founder and president of the Karl 
Kiefer Machine Company of Cincinnati, Ohio, died on 
April 16. 


86 MODERN PACKAGING 





Redesigns Packages after 30 Years 


(Continued from page 35) contest, Woodbury cold cream 
and facial cream is now put up in both types of con- 
tainers. To show the relationship between tube and 
jar of the same product, the same color scheme is em- 
ployed on both. The tube of cold cream is a delicate 
green; the facial, orchid. The same simple, modern 
lettering used on the soap package is used on the tubes, 
matching in color with the black phenol resinoid closure. 
These tubes in their modern, dignified simplicity har- 
monize perfectly, in color and design, with their cartons. 

The tie-up note is evident in the illustration. These 
jars are white with a contrasting black phenol-resinoid 
top. A silver band runs around the container directly 
below the closure and under this, showing the product 
relationship, a thin band of green for the cold cream 
and orchid for the facial. The only lettering on the 
jars appears on the silver band. 

For effective contrast and constructive criticism, the 
jar of Woodbury’s cleansing cream, put out some time 
ago, is shown at the upper right of the illustration. 
From every standpoint, the latest packages compel at- 
tention by their superiority in form and technique. 

In the foreground of the illustration is shown the 
latest product from the Woodbury company. This 
powder box, wrapped in transparent cellulose, in the 
same delicate green with black edgings, is one of the 
most artistic packages of its kind. The striking label, 
of silver metal paper with black diagonal lines to match 
the lettering, forms the only decorative note against 
the area of green. 

John H. Woodbury, Inc., for many years making only 
creams and soaps, now takes its place among other 
cosmetic manufacturers with a complete line. This 
new line includes, in addition to those already men- 
tioned, tissue cream, facial freshener, skin tonic and 
blackhead lotion. 


Enter the Package Pyramid 
(Continued from page 51) of individual empties. 

It even saves the dealer the cost and trouble of making 
up a sign, since all he has to do, at most, is to write ina 
price. And it definitely guarantees that the display 
will stand out and be seen, since it towers over packages 
merely piled on the floor, just as a real skyscraper domi- 
nates the skyline. 

This type of display, as shown in the accompanying 
illustrations, has been well received by the chains and 
has been adopted, to date, by some thirty leading 
brands of packaged merchandise, including such ad- 
vertisers as Drug, Inc., Lever Bros., Gillette, Westing- 
house, R. L. Watkins, Remington Arms, and many 
others. 

q 


Sylvania Industrial Corporation, manufacturers of 
‘‘Sylphrap,”’ transparent cellulose paper, have started 
construction of a one-million-dollar addition to their 
plant at Fredericksburg, Va. 
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The Labcl on a tiny glass 
jar—the “Silent Salesman” 

Display Carton— the window size 
cut-out—the 24-Sheet Poster—with 

“U S" all receive the same conscientious 
care and painstaking attention to detail.... 
This explains why— year after year— makers of 









Our product helps sell Revelation Tooth Powder; 
| We can help sell your product too. 





America's best known products continue to call on 








“U S" to serve them in producing packaging materials 



















and advertising helps. ¢#® We can serve you, too. 


“COLOR PRINTING HEADQUARTERS” 


HE UNITED STATES PRINTING & LITHOGRAPH 


CINCINNATI BROOKLYN BALTIMORE 
110 Beech Street 101 N. 3rd Street 28 Cross Street 
— Sales Representatives in 16 Cities —A Nation-wide Service. 
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Packing Survey Published 


Immediate economies and savings in supply costs of 
both manufacturers and department and specialty 
stores are specifically outlined in the report, ‘‘Simpli- 
fication of Wrapping and Packing Supplies,’’ recently 
issued by the Store Managers’ Division of the Na- 
tional Retail Dry Goods Association. 

The report was prepared by the operating committee 
on Simplification of Supplies which consists of Merrill 
W. Osgood, chairman, operating manager, Jordan 
Marsh Company, Boston, and Elmer French, Sears, 
Roebuck & Company, Atlanta, Georgia; Richard W. 
Greve, supply manager, R. H. Macy & Company, Inc., 
New York, and George L. Plant, general manager, 
Store Managers’ Division. The survey on which this 
report is based represents the first effort, nation-wide in 
character, which has been made to study supplies 
from the point of view of actual requirements of retail 
stores and with the purpose of translating these 
requirements through manufacturers into standard 
simplified sizes. In this study the association has had 
the direct and full cooperation of the Division of 
Simplified Practice of the Bureau of Standards, which 


Zip Package Redesigned 


The problem today is not only to create a package 
which has all the ear-marks of modern times from an 
artistic standpoint, but also to have that package, 
through its very simplicity, stand out among the multi- 
tudinous packages from which the consumer has to 
make a choice. This Madame Berthe, originator of 
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undertook the field research in representative stores 
throughout the country, and which collected the specific 
data upon which the findings and recommendations 
contained in the report are based. 

The report presents simplified sizes of paper bags, 
folding boxes, set-up boxes, and corrugated boxes, 
providing an adequate range of sizes in each of these 
supplies, from which retail stores may select their 
wrapping and packing requirements. The simplified 
sizes recommended constitute a reduction of 80 per 
cent in the actual number of sizes encountered only in 
the 34 typical stores surveyed. Applied to depart- 
ment and specialty stores generally these standard 
sizes would undoubtedly represent a reduction and 
simplification of over 90 per cent of the present variety 
of sizes used. 

In addition this study reveals findings and recom- 
mendations on the methods and practices followed by 
stores in preparing merchandise for delivery analyzed 
by the different types of transactions involved. It 
constitutes an invaluable guide on the proper use of 
supplies, the relation of simplified sizes adopted to 
merchandise items, as well as furnishing typical illus- 
trations of how certain progressive stores have adopted 
and applied the standard sizes recommended. 


Zip, has accomplished in the redesigning of her product 
and in the packaging of recent additions to her line. 

The familiar green, black and white carton in which 
Zip has been packaged for more than a decade, has now 
been replaced with an attractive dark green, white and 
gold carton extremely modern and charming in design. 
The unusual lettering in green and gold is most effective 
in its bold treatment against the white background. 

Zip depilatory 
cream and Zip 
shave, the new 
members in the 
line, as shown in 
the illustration, 
are packaged in 
tubes and car- 
tons, similar in 
design and color 
to retain the 
family resem- 
blance. The 
large area of 
white space on 
the tube creates 
a most unique 
effect, clear vis- 
ibility to the 
name of the prod- 
uct. These 
cartons are the 
product of J. & 
P.B. Myers, Inc. 
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CARTONS LIKE 
THESE 

MC CELERATE 
SALES 


ANTISEPTIC 


4 


A sale these competitive days depends more 
and more upon the appeal of the package. 
Though the product have great merit in 
itself, the proper design and construction 
of its carton and display will lend immeasur- 
able aid in securing attention, in making a 
favorable impression, and in determining the 
purchase. 


For more than half a century J. & P. B. Myers, 
Inc., have been packaging specialists, creating 
new carton styles and display methods, and 





meeting the problems of their many customers 
with helpful, sales-accelerating suggestions. 
These years of experience have produced a 
knowledge of the packaging art which equips 
the Myers organization to render an excep- 
tional service in coping with the unusual. 


They have produced ideas for the leading 
manufacturers and seek the opportunity of 
producing an idea for you that will further 
the sale of your products. Won’t you write 
or phone? 


J. &@ P. B. RAY ERS. me. 


60 BROADWAY, 


SEO OSL YN, Ne. 


TELEPHONE — STAG 2-7078 
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THESE ILLUSTRATIONS SHOW 
BUT A FEW OF THE PRODUCTS 
WHICH HAVE MADE SUC- 
CESSFUL USE OF TRANSPAR- 
ENT CELLULOSE WRAPPINGS. 


Courtesy of du Pont Cellophane Co., Inc 


Moisture-proof Transparent Cellulose Wrappings 


By Edward Thompson 


The recent increase in the use of transparent cellulose 
wrappings for all types of products is amazing. There 
are few stores now who do not display a multitude of 
articles wrapped in this material. In addition to being 
transparent and lustrous, transparent cellulose is flexible 
and can be produced in any color, embossed or printed in 
a wide variety of designs. Being impervious to air, 
grease, germs and other sources of contamination, and 
in certain instances to water and water vapor, trans- 
parent cellulose wrappings perform a service of para- 
mount importance to manufacturers who package their 
products for retail sales. 

It should be pointed 
out, however, that these 
qualities are not confined 
to transparent cellulose 
wrappings alone. There 
is, for example, glas- 
sine, paper and 
parchment which possess 
several special advantages 
but transparent cellulose 
wrappings have one out- 
standing property—trans- 
parency—which differen- 
tiates them from materials 
of a similar nature and 
sphere of application. 

With the increase in 
public sensitiveness to the 


waxed 
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unclean and the common knowledge of the spread of 
germs, contaminations, etc., there has grown up a corre- 
sponding caution on the part of the purchaser, and a 
desire to see what he is buying. These features of trans- 
parency, together with the qualities of impermeability, 
durability and flexibility are at the root of the increased 
popularity of transparent cellulose wrappings. 

There are two kinds of transparent cellulose wrap- 
pings: the regular and the moisture-proof. The regular 
permits the penetration of water vapor and is subject in 
some degree to expansion and contraction with changes 
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OWaren economy must rule -- Use 


Distributed by 


H. L. GOODMAN 
110 High St. 
Boston, Mass 


PAPER SERVICE COMPANY 
26 No. Sixth St 
Philadelphia, Pa 


DePEAR PAPER COMPANY 
437 W. Ontario St 
Chicago, Ill 


HOLYOKE PAPER CORPORATION 
487 Broadway 
New York, N. ¥ 


w 
LOUIS SCHULMAN CO 


465 Broome St. 
New York, N. ¥ 


YORKLAND 
BOX 
DAPERS 


¢ 


D.. shades only are used in these Papers of which 
this swirling design is Pattern 5. Eight tints are obtainable 
—Pink, Blue, Sapphire, Violet, Nickel Grey, Buff, Nile 
Green, Pongee. It is stocked in rolls 26 inches wide, and 
furnished in sheets any length by 26 inches wide. 


For a moderately priced box cover, this fine-quality paper 
° ( - ] | f F 
is strong, folds well, and takes any type of printing ad- 


mirably — especially hot-press stamping. 


lt you have never yet received a sample book with such 

a variety of designs and colors that you could not decide 
Oa | f | \ 

which to use, ask us for a sample book of Yorkland 


Box Papers. 


we Can originate and produce special designs in 


~~ of | aT 
(ive us your specitications and we |i 


@ Whether you want full sheets or sample books — 
we're always glad to send them on request. 


The NEW YORK-NEW ENGLAND CO. 


HOLYOKE, MASS. 








Two-Color Automatic Paper- One-Color Automatic Faperboard 
board Container Machine Container Machine 


The Simple Wire Staple 
Has a Million Uses.... 


And Saranac has devoted years to discovering them, in- 
venting machines to exploit them and then improving these 
machines over and over again. Yet even years of study 
have not disclosed all Ra uses for wire staples in — 
ackage making field. New uses and applications are o k 
anaes Gay <alieithas aa ———— Paperboard 
: ontainer Machine 


In your plant you may have some operation which might 
be performed better if you used wire staples. But perhaps 
in the rush of business you overlooked some of the oppor- 
tunities for saving which are to be found in the use of 
stapling machines. 


It can be said without fear of contradiction that the hum- 
ble wire staple and the efficient stapling machine are the greatest 
savers of the materials used in manufacture of packages. The 
continued trend toward less and lighter materials in the fabri- 
cation of packages is daily proving the value of the staple as a 
most important factor in the most up-to-date plants. F: ied 
ae ener And it can be further said without fear of successful con- poe sag do 
— tradiction that Saranac engineers have created and devel- 
oped the largest line of stapling machines in the world .. . 
more than four hundred distinct machines and more than a 
thousand uses. 
Perhaps some present SAR-A-NAC machine might solve 
one of your problems . . . or it may be that a small change 
in design . . . or an adaptation .. . will serve your pur- 
pose and make you money. 


The accumulated experience of the years of Saranac re- 
search are yours. . 


SARANAC MACHINE COMPANY 


STAPLING and PACKAGE MAKING MACHINES All-Rotary Press for Printing, 
Paper Bag FOR WOODEN, VENEER, PLYWOOD, FIBRE and PAPERBOARD CONTAINERS Slitting, Cutting, Creasing 
Sealer SPECIAL MACHINERY and Stacking or Rewinding 


BENTON HARBOR, MICHIGAN, U.S. A. 


Foot Power 
Stapler 


Automatic Three-Color Printing 
Automatic Fibre Container Stapler and Blanking Press 
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in atmospheric humidity. The moisture-proof variety 
is not affected by moisture, and is particularly suitable 
as a wrapper for products which lose or absorb moisture 
when exposed to air. This material is as lustrous and 
transparent as regular transparent cellulose, and has the 
property of excluding outside moisture or retaining the 
original humidity value of the wrapped product. Be- 
cause of these features, moisture-proof transparent cellu- 
lose has been enthusiastically received by manufacturers 
and others concerned with the problem of moisture. 
The accompanying illustrations show some of the many 
uses for this virtually water-proof material. 
According to W. L. Hyden,! the comparison of per- 
meabilities to water vapor of materials is as follows: 
Diffusion of water vapor 
at 100° F., mg. per sq. in. 
per hour 
270 
400 


530 
22,200 


Materials 


In these experiments the material to be tested was 
sealed over a glass dish containing water, placed in 
an air oven at 100° F., air circulated by a fan and des- 
iccated by concentrated sulphuric acid contained in trays. 

In order to illustrate the efficacy of this moisture-proof 
wrapping for materials sensitive to humidity, the results 
of two tests are given below. Although the first test 


was on wrapped biscuits and the second on chocolates, 
the general results apply to other products which must 
be protected from variates in atmospheric humidity. 


Test No. 1. According to Hyden,’ 40 grams of soda- 
cracker biscuits, sealed in a large paper envelope and 
exposed at 70° F. and 70 per cent relative humidity for 
48 hours showed a gain in weight of 3.1 grams. A simi- 
lar test using moisture-proof Cellophane showed a gain 
of only 2 grams after 6'/, months’ exposure. 

Test No. 2. Recently a series of tests was carried out 
in London in connection with the wrapping of choco- 
lates. The wrapping (both moisture-proof and ordinary 
types) was exposed to an atmosphere of 60 per cent rela- 
tive humidity and pieces 24 cms. square were accurately 
cut. These were then exposed to an atmosphere of 95 
per cent relative humidity for two hours and remeasured. 
They were then placed in a desiccator in which air was 
thoroughly dry and left for several hours until no change 
in length was noticed. 

The following results show the variations in length 
which the ordinary wrapping undergoes as compared 
with the moisture-proof variety: 

Moisture- 
proof type 


(standard 
thickness) 
(Cms.) 
24.0 to 24.0 24.0 to 25.1 
24.0 to 23.6 25.1 to 23.6 
23.6 to 23.9 23.6 to 25.5 
23.9 to 23.7 25.5 to 23.9 
23.6 to 24.0 23.6 to 25.5 
1.7 percent 8.0 per cent 


Exposure Ordinary 
ich it type 


From normal atmosphere to satu- (Cms.) 


From humid to dry 
From dry to humid 
From humid to normal 


Maximum expansion 
Maximum percentage expansion... . 


1W. L. Hyden, technical department, du Pont Cellophane 
Co., Industrial and Engineering Chemistry, May, 1929. 
2 Food Manufacture, February, 1931, 
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A variation of 8 per cent in length has a material effect 
when the material is wrapped around a chocolate box. 
If the wrapping is put on the box when it is at its mini- 
mum length—.e., when it is exposed to a dry atmos- 
phere—and is afterward exposed to a humid atmos- 
phere, it will lose its tautness and become ‘“‘saggy”’ 
and crinkled, thereby giving the box a badly finished 
appearance. Conversely, if it is put on in a damp at- 
mosphere it will contract when exposed to a drier air 
and become so taut that it will crinkle the box. It is 
therefore essential when using ordinary transparent 
wrapping for boxes to expose it first to an atmosphere 
which will bring it midway between its maximum and 
minimum lengths. By so doing, subsequent exposure 
to varying atmospheric conditions will not have such a 
drastic effect on the appearance of the wrapping of the 
box. 

Chocolates from the same batch were taken and placed 
in two glass dishes. The tops of the dishes were covered 
with the wrapping under test and a complete and perfect 
seal made with paraffin wax. The dishes were then 
placed in an atmosphere of 90 per cent relative humidity 
at a temperature of 70° F. for five days. The observed 
results were as follows: 


Moisture-proof 
transparent 
wrapping 
Chocolates perfect 
Chocolates perfect 


Ordinary transparent 
wrapping 
Chocolates dull off badly 
Chocolates covered with beads of 
moisture 
Chocolates very bad color and 
covered with syrup 
Chocolates very bad color and 
covered with syrup 
The dishes were then removed from the humid atmosphere and 
placed in the laboratory at average temperature and humidity. 
6th day Chocolates perfect Chocolates covered with syrup and 
crystals of sugar. 
Chocolates perfect Chocolates covered with a heavy 
mold growth, and were un- 
recognizable 


Time 
1 hour 
24 hours 


48 hours Chocolates perfect 


5 days Chocolates perfect 


6 weeks 


From these results variations in transparent wrappings 
and the consequences of their use can be better appre- 
ciated. 

It thus appears that: 

1. All transparent cellulose wrappings are not mois- 
ture-proof; on the contrary, the majority are pervious to 
water vapor. Only those varieties which are definitely 
specified by the makers to be impervious are moisture- 
proof. 

2. When using the moisture-proof variety for the 
wrapping of chocolates, it is necessary to have a per- 
fectly tight seal. It is not good practice to use a special 
paper to eliminate moisture penetration and then leave 
spaces for ingress through imperfect sealing. To ensure 
a perfect seal, the type of fold should be studied, and a 
special adhesive used as supplied by the manufacturers 
of the paper or by adhesive manufacturers. 

Precautions should also be taken that the air inside the 
package at the time of packing is relatively dry, for it 
must be remembered that not only does the water-proof 
wrapper exclude moisture, but it will retain any which is 
inside the package. 














It must be—1if your 
Lox 1s to be in Vogue 


this Fall 


@ Fashion is preparing for a Fall splash 
of Green in all shades and treatments. 





The Marvellum designs shown here in this 
color are appropriate for cosmetics, pape- 
terie boxes, candy, toilet articles, hosiery 
boxes, or for any package intended to ap- 
peal to the feminine world. 


This insert sheet is Stalactite, Green--Book 
No. 56. A sample book showing prices 
and the full range of colors will be sent 
promptly on request. 





Or a complete sample book of any paper 
shown in the swatch will be furnished. 
Just give the book number of the paper 
in which you are interested. 





MARVELLUM DISTRIBUTORS 


BRADNER, SMITH & CO. HOLYOKE PAPER CORP. A. HARTUNG & CO. 
333 So. Desplaines Street 487 Broadway 506-512 Race Street 
| Chicago, Tl. New York City Philadelphia, Pa. 


HENRY L. GOODMAN HOLYOKE PAPERCORP. HUGHES & HOFFMAN 
110 High Street 10 High Street 217 Mercer Street 
| Boston, Mass. Boston, Mass. New York City 


Papers FRE MARVELLUM CO. Distinctive 


HOLYOKE, MASS. 








This Portfolio May Contain an Idea 
for Improving Your Package 








Peervess Rott Lear Company, Inc. 
915 New York Avenue, 
Union City, New Jersey. 


Gentlemen: Please send us a copy of the Peerless Portfolio 
of Embossed Box Wraps. [] We do our own printing. [] We 
buy our box wraps. 


INI oo sso) ay cys wrote cok cle es Cs <ce RELY er ee 


MMR. Tees Mths a) Sr! la 4, uO US Weta AREAS wie Galas 


O all manufacturers interested in more dis- 

tinctive packages for their products we offer 
to send the Peerless Portfolio. The portfolio 
contains examples of Peerless roll leaf embossing 
and stamping on various box covering materials. 
Many manufacturers are using Peerless roll leaf 
embossing and stamping on their packages to 
create a more distinctive background for the 
products they contain. You may find, in the 
Peerless Portfolio, an idea for improving the 
appearance of your own packaged products. 
The portfolio will be mailed free on request. 
Use the coupon below. 


YOUR PRINTER CAN PRODUCE 
DISTINCTIVE EMBOSSED BOX WRAPS 


Peerless Roll Leaf Embossing can be done on 
Thomson-National presses of the Colt’s Armory, 
Laureate, and Cutter & Creaser types, and on the 
Special Heavy Duty Chandler & Price press with 
Automatic Feeder, If you wish, we shall be glad 
to send your printer complete information cover- 
ing Peerless Roll Leaf Attachments for these 
presses. 


Write Peerless Roll Leaf Company, 915 New 
York Avenue, Union City, New Jersey. Branches 
in Boston, Chicago, and London. 


THE PEERLESS. PROCESS 


FOR DECORATING DISTINCTIVE PACKAGES 


iy 


vas 
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MACHINERY — SUPPLIES 


Included in this department are the new de- 

velopments in Packaging Machinery and Equip- 

ment and Package Supplies, briefly described 
for the service of our readers 


New Powder Dosing and 
Wrapping Machine 


A machine for accurately dosing, wrapping and 
weighing powder of any kind, for any purpose, is an- 
nounced by Mario Tanzi & Bros., Inc., Boston, Mass. 

This machine, known as the ‘713,’ is claimed to be 
the most efficient of its kind and the ingenuity of design 
makes it the simplest. It requires only a little attention 





NEW POWDER FILLING AND WRAPPING MACHINE 


and an operator, if necessary, can attend to three or four 
of these machines in operation at the same time. Fur- 
thermore, it is not necessary for the operator to have 
any mechanical knowledge, nor to be mechanically 
inclined. 

The paper strip from the coil advances through the 
printing mechanism first, which neatly prints the 
wrapper; it then advances through the dosing mecha- 
nism, which, with speed, accuracy and neatness, makes 
the folding and sealing with mucilage, thereby prevent- 
ing the opening up of the sealed package without the 
waste of paper. 

This machine has no springs; shafts are mounted on 
ball bearings; and the dosing and wrapping is done 
in a most hygienic way. All parts are nickel-plated 
wherever warranted. 
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The specification for the ‘‘713’’ machine are as fol- 
lows: approximate weight, 858 Ibs.; space required, 
71” x 25”; hourly production, 2700 wrappers; power 
required, '/, h. p., motor driven. 

Another machine known as the ‘715’ 
model of the “713” unit. 

It accurately doses, weighs, and wraps powders, either 
of fine or coarse grain, of any kind for any purpose, and 
if required, will also do the printing on the wrappers. 


’ 


is a smaller 





SMALLER MODEL OF FILLING AND WRAPPING MACHINE 


The specifications of this machine are as follows: 
hourly production, 1000 wrappers; power required, '/s 
h. p. motor driven, could also be driven by hand; ap- 
proximate net weight, 88 lbs., 40 kilos; space required, 
20” x 18” or m/m 500 x 450. 


Fully Automatic Tape Sealing Machines 
for Shipping Containers 


Manufacturers of gummed tape, as well as those in- 
dustries who seal shipping containers and other pack- 
ages with gummed tape, will be interested in the new 
machine recently developed and now ready for the 
market, which automatically seals with this material. 

This machine is manufactured in various models and 
is so elastic in design, any machine may readily be 











MUELLER’S 
| SPAGHETTI «« One of @ 


the many well-known packages 
turned out on our machines .- - 








HIS view, showing a section of the wrapping department of 
the C. F. Mueller Company, is but one example of hundreds of 
installations of Package Machinery Company machines, which 
wrap the bulk of America’s package goods—over 150 million 






The wrapping machines, operated in 


pairs, are fed from the carton-form- ackages per day. 

ing machines in the rear. One girl P 8s P y : 

supervises the feeding and operation If you could visit the numerous plants where our machines are 

of each machine, and two girls pack é P . 

the wrapped cartons in containers, used, you would be impressed with the great variety of products 

Each i hi duces 70 ‘ A: : i 
er wrapped—spaghetti, crackers, chewing-gum, lollipops, cigars, 


packages per minute. 
stick-candy, soap, yeast cakes, just to mention a few. Each product 


presents widely different wrapping requirements. Each manu- 
facturer has his own particular problems. And it is in the solution 
of these various problems for such a vast number of manufacturers 
that the Package Machinery Company has acquired so rich a fund 
of valuable experience and knowledge. 

When you have a packaging problem, bring it to us—solving 


problems built our business. 


PACKAGE MACHINERY COMPANY, Springfield, Massachusetts 
New York Chicago Los Angeles 
London: Baker Perkins, Ltd. 


. 7) , NO 
».- a a Pe wat s>. . f NAA 


_ 


PACKAGE MACHINERY COMPANY 


Over 150 Million Packages per day are wrapped on our Machines 
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converted into any of the other models. It may 
be converted also into an automatic glue sealing ma- 
chine or so-called compression unit or drier. 

The design, in all its models, is the conception of 
Fred W. Kucklinsky, well known in the industry as a 
designer of automatic sealing machinery. The 
machines are being manufactured by the Container 
Machinery Corporation, with factory and main office 
at 88 East Kinney Street, Newark, N. J., with which 
Mr. Kucklinsky is associated. 

Every requirement for effective sealing has been 
carefully considered and taken care of. As the con- 
tainer enters the machine the flaps are brought tightly 
together. The container is perfectly centered in the 
machine and the tape applied over the seam so that 
exactly one-half of the tape adheres to either flap. 
The tape is automatically cut to fit before it is 
moistened by a brush thus avoiding gumming of the 
knife. The taping mechanism is so designed that it 
automatically controls the length of tape application 
according to the size of the container. In order to 
secure a complete bond the tape is firmly rolled and 


NeW TAPE SEALING MACHINE FOR SHIPPING CONTAINERS 


pressed against the container for a sufficient length of 
time. 
This machine not only eliminates human application, 


but it does a job in tape sealing that cannot be 
accomplished even by expert human labor. There 
can be no waste, because the machine automatically 
predetermines the exact length of tape necessary 
for an effective seal, no more and no less. The 
moving container operates the taping mechanism; 
therefore no tape is fed unless a container is moving 
through the machine. 

The designer has carefully considered the require- 
ments of every shipper. Simultaneous top and bottom 
taping without inverting the box has been accomplished, 
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as well as top and bottom end seam taping in one opera- 
tion. The machine is equipped with '/, h. p. General 
Electric motor, which may be attached to the nearest 
light socket. 

All models are of the same size, approximately 6’ x 
3’ x 51/2’, overall, and weigh about 800 lbs. The 
sturdiness, simplicity of construction and expert de- 
sign may be determined from the cut of the machine. 

The advantages of the new machine, in all models, 
are the elimination of human application of tape and 
its cost, elimination of waste of tape, uniformity of 
seals, increase of production, less floor space than is 
necessary with other automatic sealing devices, and 
elimination of unsightly and ineffective tape sealing. 


New Collapsible Tube Closure 


A new method of sealing a collapsible tube, eliminat- 
ing the clip entirely and obtaining a decorative ap- 
pearance with security to the contents is obtainable 
through the use of the new Colton automatic tube filler. 
This closure is completely formed on the filler by making 
the two usual double folds, making a third 
fold in the reverse direction and then secur- 
ing and giving more rigidity to the folds by 
corrugating the folded end. The machine 
and closure are shown in the accompany- 
ing illustrations and both are products of 
the Arthur Colton Company, Detroit, 
Michigan. 

The following advantages are claimed for 
the Colton closure: no more clips to buy, 
no more clip stock to carry, no more 
clip wastage, no clip corrosion; no stop 
of the machine to replenish clip rolls and no 
maintenance expense on automatic clipping 
heads; 
contin- 
uous 
produc- 
tion, re- 
duced 
over- 
head, 
better 
appear- 
ance and added se- 
curity to contents. 

The machine is 
known as No. 17 


NO CLIP IS REQUIRED 
FOR THIS NEW TYPE 
OF TUBE CLOSURE 




















e VISUALIZE 


SILHOUETTE as the covering of your 
next package, for here is a line priced so 
that no one can intelligently discard it 
because of cost. It is made in three pat- 
terns and is obtainable in any one of five 
delicate, pastel shades ... White... 
Due... Hime... Green... Pink. 


SILHOUETTE Box Paper is one of the 
newest Collins offerings, processed to 
print beautifully and easily. It has other 
virtues that the box maker will quickly 


discover for himself! 


Send for sample sheets and then congrat- 
ulate yourself upon having discovered a 
box paper that is practical, adaptable and 


beautiful, yet priced most modestly. 


A.M. COLLINS MFG. CO. 


1518 WALNUT STREET. PHILADELPHIA, PA. 





HENRY L. GOODMAN. 110 High Street. Boston 
A.M. COLLINS MFG. CO... Conway Blidg.. Chicago 
ZELLERBACH PAPER CO... Pacifie Coast 





COLLINS 


PY 


FAN 
ZB 


SILHOUETTE 
BOX PAPERS 


This is a sample of SILHOUETTE SERIES 203—Green 




















Waldron UTD Rolls 


Wal ve longer to 


Waldron Rolls are scien- 


The paper converter, the mM ake EYaTe| last tifically designed, cor- 


box maker, the consumer 


rectly built and condi- 


—watch them each run a ya g er in use tioned to provide this 


finger over the surface 





superior quality of em- 





of the embossed design. snate be St roll bossing. Their use re- 


To judge its quality, to 


sults in definite advan- 


be attractive, embossing \valuc obtainableZ tages to converter and 


must be good embossing. 


box maker alike. 





JOHN WALDRON CORPORATION 


MAIN OFFICE AND WORKS, NEW BRUNSWICK, N. J. 


CHICAGO NEW YORK 


PORTLAND, ORE. 








ONLY 
IN THE SHOPS OF 


he TABLET & TICKET CO. 


1021 WEST CHICAGO 
ADAMS ST. ILLINOIS 


115 EAST 23rd ST. 407 SANSOME ST. 
NEW YORK SAN FRANCISCO 


Our Designing and Planning 
Depts. Invite Consultation. 


Habit 





ROTECT YOUR 
Prropucr WITH 
APER TUBES 


AKE sure that your product 

reaches its destination intact and 
unmarred. It can be done very easily 
and economically with Cleveland Tubes, 
Cores and Containers. The sizes range 
from 1/8” inside diameter to 20”. Let 
us have your product and we'll mail it 
back to you—Cleveland-protected — 
with prices and specifications. 


CLEVELAND CONTAINER CO. 
10421 BEREA ROAD, CLEVELAND, OHIO 
Plants: Cleveland — Philadelphia — Detroit — Hoboken 
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NEW AUTOMATIC TUBE FILLER WHICH ELIMINATES 
USE OF CLIP 


Automatic Tube Filler and Closure. It has a capacity of 
about 40 tubes per minute with one operator. Filling, 
folding, crimping and ejection are all automatic. 


New Machine for Transparent Packages 


Among the new machines which have been developed 
to supply the popular demand for transparent moisture- 
proof packages is that manufactured by the Smack 
Corporation, 295 Madison Avenue, New York City, 
and known as the Smack packaging machine. One of 
these is shown in the accompanying illustration. 

The Smack machine makes a double-walled trans- 
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parent cylinder which is formed with one end tightly 
compressed into an arched indentation. The side seam 
of the cylinder is automatically sealed with adhesive 
and a fibre cap may be inserted to finish off the package, 
the material of which is fed from roll stock. If de- 
sired, other types of closures may be applied. 

It is stated that the machine eliminates the hand 
work of twenty-five girls. Only one operator is neces- 
sary to turn out as many as 3600 packages an hour in 






NEW MACHINE FOR 
FORMING = TRANSPAR- 
ENT PACKAGES 





the sizes. The packages made range from 1'/, in. to 
31/2 in. in diameter and from 2 in. to 10 in. in length. 
The machine may be purchased outright at convenient 
terms or may be leased. 


ONE OF THE NEW ALLISON BAG 
FOLDING AND SEALING MACHINES 
MANUFACTURED BY THE B. F. GUMP 
COMPANY, 431 SOUTH CLINTON 
ST., CHICAGO. THE COMPLETE UNIT 
PACKS, FOLDS AND SEALS WITH TAPE 
PAPER BAGS FROM ONE-HALF POUND 
TO TWO POUNDS CAPACITY, AND IS 
SAID TO WORK SUCCESSFULLY WITH 
EITHER A SINGLE OR LINED BAG. 
EACH OPERATION IS ENTIRELY AUTO- 
MATIC AND THE MACHINE HANDLES 
25 BAGS PER MINUTE. FLOOR SPACE 
IS 12 FT. X 2 FT. AND APPROXIMATELY 
*/s HP. IS REQUIRED 














his is Stamped with 

















PEARL PAPER 
Stocked in Eleven (olors 


KELLER-DORIAN PAPER CO, INC. 
390FOURTHAVENUE NEW YORK 
































































































































AN ADHESIVE FOR EVERY |: 
MACHINE OR HAND OPERATION |: 


THOSE 
TOUGH 
CARTONS 


Many manufacturers of corru- 
gated and fiber containers are 
lining their cases with tougher 
kraft papers, which make the 


sealing operation quite difficult. 


CASE SEALING 
GLUES 


have been developed for these 
containers. Operate _ perfectly 
either by machine or hand, not 
only on special stocks but also on 


regular grades. 


A trial barrel will be sent on ap- 


proval. 


NATIONAL 
ADHESIVES 


CORPORATION 


Home Office—820 Greenwich St., New York 


4} 1940 Carroll Ave., Chicago—883 Bryant St., San Francisco 
A] 15 Elkins St., Boston—1305 Germantown Ave., Philadelphia 


WORLD'S LARGEST PRODUCER 
OF ADHESIVES 


: Sales Offices in all principal cities 5 























At right — two- 
station Harmon 
Sealer. Also 
made in three- 
and four-station 
units, or to suit 
your needs. 











Waerner your problem is better seal- 
ing with fewer losses—or greater output 
at less cost—the Harmon Sealer will 
solve that problem for you, as it has 
for others. 


You can seal from 1500 to 2000 con- 
tainers a day with one HARMON sealer— 
using an operator of ordinary skill. No 
turned-up box flaps or edges — no losses 
in transit—no customer complaints. 


With its greater speed —lower sealing 
costs — better sealing and fewer losses — 
the HARMON will soon pay for itself. 
Request complete details. Use coupon! 


THE HARMON SEALER, INC. 
4017-19 W. Lake St., 
CHICAGO, ILL. 


Wm. M. Purdy Co. J. B. Bellamy 
415 Greenwich St., 316 Clay St., 
New York. N. Y. San Senneieee, if Salif. Pins 


ff 7 : He i HD) ‘| 
H | hi f | nae 


fl Cn 
N \ te i {gal wh 


MAY, 1931 























& 
FOLDING BOX SALESMEN 


ATTENTION! 


HE newest development in 

Folding Boxes having very 
wide application and which is 
far ahead of the industry is 
about to be marketed by a large, 
well-established concern who 
offers exclusive territories only 
to highly successful salesmen. 








When writing, cover fully all 
essential information in_ first 
letter. Communications held 
confidential until actual nego- 
tiations. 


BOX 503 
MODERN PACKAGING 
11 Park Place, New York, N. Y. 


























Friendly Service 


It is a significant fact that those travelers who come to 
The Bismarck are always anxious to come again. 


Bright, cheery rooms with wonderful beds . . . the best of 
food, delightfully cooked . .. every luxury and con- 
venience of the modern hotel . . . and friendly, painstak- 
ing service that makes you “Feel right at home.” 

Easy of access to all business and amusement centers. 


Write for booklet with downtown map. 
Rooms, $2.50 up—With Bath, $3.50 up 


BISMARCK 


HOTEL CHICAGO 


RANDOLPH AT LA SALLE 











WHEN ORDERING 


CORRUGATED ® SOLID FIBRE 
BOXES 


ROBERT GAYLORD, INc. 


GENERAL OFFICES~*~ SAINT LOUIS 
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SBROMAT 


Weve borrowed from 
Nature, the creator of the most exotic 
designs and colors, to give to the packaging industry the striking, colorful design 
shown on the reverse side of this sheet. It’s called PERF, one of the Bromat 
papers. There are many other fanciful patterns in the Bromat line in different color 
combinations. Stock comes in 30 inch rolls. Facilities for sheeting are available. 


a 3 , ea 


PY ris ee 
recta i 
beers 


@ A TRIBUTE TO NATURE 
CONTRIBUTES TO PACKAGING 











VARICK GLASSINE 


Something entirely new and original, offering 
possibilities forva host of uses: , 





Sheets are size 25x40 


S 
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FULL SIZE SHEETS WILL BE SENT FOR 
EXPERIMENTAL PURPOSES 


Designs arranged \as folliiws: 


GOLD 
CIRCLE i 
SQUARE  giad 
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Stocked by 
BEEKMAN PAPER AND CARD COMPANY, Inc. BRADNER SMITH & COMPANY 
333 South Desplaines Street, 


137-141 Varick Street, New York City Chicogo, Mikncls 
Distributed by ' 


STORRS & BEMENT COMPANY ZELLERBACH PAPER COMPANY 


282 Congress Street, Divisions of Crown Zellerbach Corporation 


Boston, Mass. é Divisions in the principal <> cities on the Pacific Coast 


SEB. &. 8. PAT. ose. 














SPEC. 235 








IN THE HALL OF 


F there were such a thing, you’d 

find Burt labeled products dis- 
played as representatives of perfect 
labeling. Applied accurately and 
cleanly by Burt Labelers, these 
labels are evidence of mechanical 
perfection. No matter how simple 
or complex the problem may be, 
whether it be on tin, glass or fibre, 


Burt Labelers will handle it with 
BURT MACHINE CoO. (tacitity ana economy. our repre- 
sentative will be glad to discuss 
MAIN OFFICE and PLANT, BALTIMORE, MD. your problem, if you'll write. 
Sales Offices: New York, Chicago and San Francisco 








ae TO New YORK. 


SI" ST. 7” AVE. - THE a " "eT 
opposite PENNA.R.R.STATION 


"len 


ATLANTIC CITY N.J. 


Extraordinary Reduction in Rates 

A Preeminent Hotel of As Low As 

1200 Rooms each hav- Without Meals With Meals 

ing Bath, Servidor, Cir- $ 2.50 Daily per Person $ 6.00 Daily per Person 
culating Ice Water and 35.00 Up Weekly for 2 70.00 Up Weekly for 2 


many other innovations. American or European Plan 
Hot and Cold Sea Water in All Baths 
Complete Garage Facilities 











ROOM AND BATH $3°° UP 
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Business 
Miracles TO 


Opoer 


HO says the day of business 

miracles has passed —the 
idea of today brings the fortune of 
tomorrow— ideas just naturally leap 
at you from this organization. 


People today are buying in small 
but convenient packages. Small 
families, small apartments and small 
kitchens mean buying in small 
quantities. The Peerless plan of 
packaging household products in 
tubes is extremely adaptable to 
today’s purchasing tendencies. 


Something you are packaging may 
sell better packed in Peerless Tubes 
—they advertise continuously and 
when made by Peerless they pre- 
serve and outlast their contents. 


All our tubes are adaptable to the 
new Kiefer Clipless Closure illus- 
trated below, or standard clips as 
you prefer. 


PEERLESS 


TUBE COMPANY 


70 Locust Ave., Bloomfield, N. J. 











lV lodern Displays 


for modernly 


packaged 


products 
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O matter how well packaged your product may be, if it isn’t well 
displayed it simply waits for sales. Prominently out in front, it will 
make sales for you—day in, day out. 


Give your product every chance to win its greatest potential volume. 
Give it the important impetus of a lithographed metal display such 
as the Shonk Works-American Can Company designs. 


Canco metal racks, signs, displays, dispensers — used by prominent 
concerns in almost every industry—have an almost uncanny knack of 
getting used by dealers. Being metal, they are permanent, cleanable, 
handsome. Being lithographed in bright, clean colors, they are arrest- 
ing—hard to pass unseen. Ingeniously designed according to each 
manufacturer’s need, they are an almost irresistible invitation to pick 


up the product and buy. 





Reach out and offer your product to every customer who enters your 





dealer’s store. Lift your product out of competition—don’t let it stay % & 
backstage with countless others on the shelf. Whatever you manu- keg 
facture, Shonk Works- American Can Company designers will build | N| Lie 


a display that is right for your product — the kind that wins a hearty 
welcome in the nation’s retail stores because it sells. 


SHONK WORKS 


AMERICAN CAN COMPANY 


Lithography on Metal—Store Displays, Signs, Utilities 
New York Cleveland 
a MAYWOOD, ILLINOIS Chicago 


Boston 











